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pry goods stores have declined in 
number during the past year to the 
extent of 14 per cent, but the loss 
has been more than made up by the 
wet goods stores. 


, @ = 


Incidentally, the department stores 
which used to feature dry goods are 
now keeping the wolf from the door 
py opening departments displaying 
the kind authorized by the twenty- 
first amendment, 


- - © 


If the cigarette price rise gives the 
ten-centers a chance to come back, 
Wings will fly in, Twenty Grand will 
preak a few track records, and Home 
Run will slide across the plate in a 
cloud of dust. 

we 


Babe Ruth’s radio ball club for the 
youngsters is being proceeded 
against by your Uncle Samuel, who 
really ought to pick on somebody his 
size. 

vgyv¥$eey’ 

The 1934 theme for Chase & San- 
born tea hasn’t been decided on as 
yet, so perhaps our emotions have 
been quickened enough for the time 
being. 
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The royal signature of the aloof 
Garbo appears in the Metro copy for 
the new Queen Christina film, but 
it’s suspected that the one she re. 
serves for bank checks is something 
else again, 
vvweY 


The Ipana test campaign in Lex- 
ington uses the personality appeal, 
but to those who have seen the Uni- 
versity of Kentucky co-eds. this 
seems too much like carrying coals 
to Newcastle. 
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“Don Mitchell, who used to pro- 
mote sales of paper milk bottles, 
may.soon try his hand at populariz- 
ing tin cans for beer. But the really 
enthusiastic drinker cares much less 
about what the beer’s in than what’s 
in the beer, 
- > F 


“Men urged to take interest in 
lipsticks,” headlines ADVERTISING AGE. 


ADVERTISING AGE accuses Macy's of 
borrowing Coty’s art style. If this 
is really true, Macy’s should recipro- 
fate by lending Margaret Fishback 
'0 Coty’s for a few scented whimsies. 


. a 


A recent letter received by “Miss 

Whipple” from Parents’ Magazine as- 
‘erted, “You are one of the fortunate 
Mothers,” ete. Some of these maga- 
time men take a lot for granted. 


s 3 F 


President Roosevelt would make a 
8001 advertising man — or perhaps 
*’s one now. Anyway, his skill in 
Wsing “trial balloons” to see how the 
‘ountry likes his ideas suggests that 
ed never release any copy without 
* Preliminary test campaign. 
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Reta advettising in newspapers 


in 
‘reased ove two million lines in 


NEW THREAT 10 
ADVERTISING IN 
OlL CODE CLAUSE 


May Conflict with Ban on 
Sales Below Cost 


Washington, D. C., Jan. 25.—The 
possibility that the prohibition of 
sales below cost in the NRA code for 
the petroleum industry may actually 
cause the elimination of advertising 
in this field, as well as in countless 
other lines, is seen here as the result 
of a price war now being waged in 
the District of Columbia between the 
major oil companies, which advertise, 
and the independents, who do not. 

Inasmuch as similar prohibitions 
against sales below cost are included 
in many of the NRA codes, the out- 
come of the present dispute is being 
watched with much anxiety by ad- 
vertisers in all lines. 

The place of advertising in the de- 
termination of costs was brought up 
when local independents dropped the 
price of gasoline to 14.1 cents per 
gallon, claiming that they could sell 
at a lower price than the 14.6 cents 
charged by major companies because 


quently saved this cost. 

The major companies naturally re. 
duced their prices to the same level. 
whereupon the independents made a 
further price reduction, and in addi- 
tion charged that the major com- 
panies were violating the oil code by 
selling below cost. A mild dispute 
as to grades and standards has also 
been interjected into the fray. 


Outlines Principle 


Secretary Ickes, administrator of 
the oil code, has asked Nathan Mar- 
gold, solicitor of the Interior De- 
partment, to investigate and deter- 
mine whether or not sales are ac- 
tually being made below cost, and 
declares that the cost factor is the 
only one entering into the present 
situation. 

“Advertising is just an item of cost 


If the total cost, including advertis- 
ing, is found to be in excess of the 
sale price, then a violation of the 
code has occurred.” 

The projection of this principle 
may have the most widespread effect 
upon advertising, and the decision in 
the present case is therefore being 
looked forward to with great anxiety 
by all advertisers. If the principle is 
adopted that each individual sale 
must stand on its own merits as to 
cost, all companies which advertise 
would be severely penalized, and it 
would become a _ practical impossi- 
bility to attempt to increase volume 
by advertising in an effort to offset 
small profits on individual sales. 

If profits are extremely small, but 
might be increased by advertising 
and increasing the sales volume, in 
clusion of advertising costs in cur- 
rent individual sales costs would defi- 
nitely preclude the possibility of rem- 
edying the situation in this manner. 


they did not advertise and conse- | 


CODE ADMINISTRATOR 


Ralph Pulitzer, well known news- 

paper man, who has been named 

to administer the newspaper and 
Graphic Arts codes. 


WIDEN ATTEMPTS 
TO PUT FEDERAL 
MARKS ON GOODS 


Would Set Up Standards for 
All Articles 


Washington, D. C., Jan. 25.—Num- 
erous additional indications that cer- 
tain forces in government circles in- 
tend to make every effort to induce 
American consumers to buy all prod- 
ucts on the strength of government 
standards are seen here this week, 
with one of the most important being 
the discovery by ADVERTISING AGE 
that the consumers’ advisory board 
of the agricultural adjustment ad- 
ministration is planning soon to raise 
the “Consumers’ Guide,” its official 
publication, to the status of a stand- 
ard magazine, with format and con- 


mimeographed form, is to be given 

a new dress and is to be printed by 

the government printing office. In 
(Continued on Page 24) 


New Price 
Set Up as 


Policy Is 
Chevrolet 


Campaign Hits Stride 


Detroit, Mich., Jan. 25.—Immediate 
inauguration of a new merchandising 
policy whereby the purchaser will be 
apprised of the full cost of his auto- 
mobile delivered in front of his door, 
rather than having to rely on “ambig- 
uous” f. o. b. prices, was announced 
this week by Chevrolet Motor Com- 
pany, through William E. Holler, 
general sales manager. 

The announcement came at the 
conclusion of a series of 100 special 
advance showings of new models, 
held in 91 cities, which played to a 
total attendance of over 8,500,000 per- 
sons, and the beginning of a wide 
swing into one of the most aggres- 
sive and extensive advertising cam- 
paigns ever conducted by this Gen- 
eral Motors unit. 


“We are going to take the blinders 
off the order blank,’ declared Mr. 
Holler in announcing the new policy. 
“We are going to let everyone know 
exactly how much his car will cost 
him delivered in front of his door. 
We are going to show exactly what 
makes up the difference between the 
list, or f. o. b. price, and the final 
delivered cost.” 


Delivery Costs Down 


As an instance of the new proced- 
ure, Mr. Holler pointed out that while 
the list prices of the company’s new 
1934 models average $70 higher than 
in 1933, the actual increase in cost to 
the purchaser in New York is only 
$40. While the list price throughout 
the United States averages 14 per 
cent above that of 1933, the delivered 
costs actually average only eight per 
cent, he said. 

“The man who buys an automo- 
bile,” said Mr. Holler, “wants to 
know how much his car will cost him 
standing in front of his home. Here- 
after our salesmen are going to quote 
him that figure only. He will thus 
be spared the unpleasantness of dis- 
covering that the ultimate cost was 
considerably above his first expecta- 
tion.” 


means of mail and meetings, and they 

are being given suggested delivered 

prices to quote their prospects. 
Following intensive promotion of 


Last Minute 


News Flashes 


Stringent Liquor Labeling Law Passed in Wisconsin 
Madison, Wis., Jan. 26.—The Weissleder bill providing that no alcoholic 
beverage can be labeled whisky, brandy, cognac, gin, rum, or with similar 
designations unless the entire alcoholic content is a distillate of fermented 
grain, fruit or vegetables has been signed by Gov. A. G. Schmedeman. 


The measure also provides that 
so sealed that its contents cannot be 
facturer’s seal. 


Dr. Stofer to Direct 


Norwich, N. Y., Jan. 


26.—At the election of officers for 
Pharmacal Company for 1934, Dr. M. W. 


liquor sold in package form must be 
removed without breaking the manu- 


Norwich Advertising 
Norwich 
Stofer was named vice-president 


in charge of the company’s advertising, and Guy L. Marsters was advanced 


new models at the regular auto shows 
and at the special advance showings, 
which ran in eastern cities the week 
of Jan. 6 and in western cities a week 
later, and during which more than 
5,000,000 pieces of literature were 
distributed, the Chevrolet campaign 
proper is gradually swinging into its 
full stride. 


To Use 6,500 Newspapers 


Newspapers will be used in 1934 
on a larger scale than ever before. 
More than 6,500 publications, the 
largest list in the company’s history, 
will be employed when the campaign 
reaches its peak. The increased news- 
paper schedule is explained by the 
new high figure to which the Chev- 
rolet dealer organization has grown. 
With over 10,000 dealerships now en- 
rolled, the company finds many more 
points at which it must place local 
advertising. 

The magazine campaign, which will 
get under way with the Feb. 24 issue 
of the Saturday Evening Post, is de- 
scribed by Campbell-Ewald Company, 
the agency in charge, as “‘one of the 
biggest in many years.” 

Weekly magazines which will be 
passa, 

Time, New Yorker, Literary Digest 
and Collier’s. 

Among the monthly and class pub- 
lications are listed Cosmopolitan, 
American, Redbook, Vanity Fair, 
House & Garden, Home & Field, Mc- 
Calls; Good Housekeeping, Vogue, 
Harper's Bazaar, Spur, Fortune and 
others. Added to this schedule, there 
will be a*omprehensive list of farm 
papers and trade publications. 


To Feature People 


Chevrolet magazine advertising 
this year will employ photographs 
and pictures of people to a much 
greater extent than is traditional 
with this adyertiser. In class publi- 
cations, smart atmospheres and lux- 
urious settings will be portrayed in 
an effort to convey a tone of quality 


Careful observation indicates that| among other items,” Mr. Margold has tents in “popular” style. Dealers and retail salesmen and exclusiveness. 

they have been interested right| declared. “We are now concerned The Guide, a bi-weekly bulletin, |throughout the country are now be- The first of February, the company 

along. under the code with the question of which has heretofore appeared ne ing instructed in the new policy by will display its first outdoor poster 
vwey whether sales are made below cost. 


showing a picture of the car and the 
year’s campaign theme— “Drive it 
only five miles and you will never be 
satisfied with any other low priced 
car.” 

The outdoor campaign for this 
year’s models was inaugurated early 
in December when 16,000 boards were 
used for a teaser admonishing pros- 
pects to “stand by” for the new 1934 
Chevrolet. This was followed by a 
quickly-executed half-showing in the 
91 cities hastily chosen for the ad- 
vance showings, calling attention tu 
the special shows, and giving time 
and place, and still another regularly- 
scheduled half showing of a “Queen 
of the Shows” poster which has been 
going up in all large cities where 
regular automobile shows are being 
held. The company’s outdoor policy 
for 1934, according to Campbell- 
Ewald, will be “to use outdoor in 
practically every city of any conse- 
quence in the United States.” 


to the position of vice-president in char acifi t sales. 
ceeember, which” explains why,Santa Tremendous Effects . ; 4 saitaalic’ clipe ini a Builds Huge Spectacular 
. aus had suth ‘a*hard: time kpeping The company is now building in 
P with his ‘orders last mongh. In connection with the specific case 


a ~~ 2 wg 
If Babe Rutl 


fa 1 signs, can spring be 
' behing? 


Copy CUR. 


now being studied, it is explained 
that there is no disposition to order 
a single selling price. In fact, the 
oil code makes definite provision for 


(Continued on Page 24) 


Waverly Oil Names Carlson & Symons 


Pittsburgh, Pa., Jan. 26.—Advertising of Waverly Oil Works Company, 
refiner of quality Pennsylvania lubricants, has been placed with Carlson 


and Symons, Pittsburgh. 


Magazines, radio and direct mail will be used. 


Chicago, at Michigan and Randolph 
streets, a spectacular that is believed 
to be the largest in the world. The 
structure will be 150 feet long and 
will rear its topmost point 272 feet 


above street level. From the ground 
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ADVERTISING AGE 
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to its highest point it will be taller 
than the General Motors Building in 
Detroit. 
integral part of the display will be 
as big as the entire sign which the 
new spectacular displaces. A special 
power house is being built to feed it 
electric current. 

As a result of the advance show- 
ings, which reaped results far be- 
yond the fondest expectations of their 
sponsor, Chevrolet says that it is 
entering the new year with over 100,- 
000 advance retail orders. 

Interviewed while he was attend- 
ing the Detroit Automobile Show at 
Convention Hall this week, W. 5S. 
Knudsen, former president of Chev- 
rolet, and now _ vice-president in 
charge of operations of General Mo- 
tors Corporation, predicted a boom 
year for the whole industry. 

“We are three times as. busy as 
we were this time a year ago. Only 
yesterday I had to check ‘on our 
plants and materials to make sure 
we could meet schedules. This is 
something that had not been done in 
a long time,” Mr. Knudsen declared. 

The automobile industry produced 
about 2,100,000 units during 1933. Mr. 
Knudsen predicted that this year the 
volume would be raised to between 
2,750,000 and 3,000,000 cars and 
trucks. 


Stacy Leaves Ayer 


for Castle Films 

Paul F. Stacy has left N. W. Ayer 
& Son, Ine., to join the New York 
staff of Castle Films. 

In the course of 13 years with the 
agency, Mr. Stacy first had charge 
of publicity in the New York office, 
became the first head of the radio 
department, originating and direct- 
ing the Eveready Hour, and more 
recently was head of the motion pic- 
ture department. 


Dickinson with Brown 

Royal Dickinson, for many years 
an executive of Blanchard Press, Inc., 
is now associated with Brown Adver- 
tising Agency, Inc., New York, where 
he will be in charge of national ad- 
vertising. 


The clock which will be an | 


Mc CANN STIRRED 
BY PENALIZING 
OF ADVERTISING 


Letter to Publishers. Urges 
Strong Action 


|a group in the federal government to 
|penalize advertisers by compelling 
them to price their products above 
non-advertised goods has been Vvig- 
condemned by H. K. Me- 
‘Cann, president of McCann-Erick- 
son, Inc., who this week addressed 
a. letter to publishers suggesting 


orously 


lthey arouse public opinion through | 


‘presentation of the facts showing 
that the movement seriously threat- 
ens interests of consumers and man- 
ufacturers alike. 

In the District of Columbia the 
larger oil companies which sell and 
advertise quality products for motor 
consumption were requested last 
week to increase their gasoline 
prices % cent per gallon above the 
prices charged for the non-adver- 
tised products of the smaller and 
relatively unknown companies. 

The Washington branch of the 
Standard Oil Company of New Jer- 
sey, for which McCann-Erickson, 
Inc., is the agency, refused to raise 
its price, with the result that the 
company is facing disciplinary action 
by the government. 


Sees Serious Situation 


His client’s position is defended 
by Mr. McCann, who declares that, 
if the increasing tendency toward 
government control of industry con- 
tinues to take the form of regula- 
tions that interfere with the natural 


flow of products to the consumer, 


The newsstand sales of the current Feb- 


ruary issue of PHYSICAL CULTURE show 


an increase of exactly 


corresponding issue of a year ago. 


50% over the 


One more instance of how splendidly 


the new Personal Problem editoria 


theme of PHYSICAL CULTURE MAGAZINE 
is clicking. More and more substantial 


families every month are accepting 


PHYSICAL CULTURE as their personal 


problem magazine. 


ado” 


New York, Jan. 25.—The efforts of | 


business will shortly be faced with 

the abandonment of the advertising- 

merchandising method of selling. 
“The theory 


line to sell his product below 
destructive and constitutes 
unfair competition,” said Mr. Me- 
iCann. “With this theory, 
jus can disagree. 

| “However, 
itakes the stand that advertising is 


any 
cost is 


consequently, companies which do 
not advertise have a lower cost. 
“Following out this train of 
thought, the government’ group 
would permit those concerns not ad- 
vertising to sell at a lower price 
than those that advertise. This, I 
maintain, is fallacious. Unquestion- 
ably, advertising is a part of selling 
expense, but the government, with- 
out anything more than a casual in- 
vestigation, has jumped to the con- 
clusion that companies which adver- 
tise should be discriminated against 
as to price solely because they ad- 


lan added element of cost and that, | 
| 


vertise and, as a result, their prod- | 
con- | 


ucts are better known to 
| sumers.” 

| Mr. McCann stated it was his sin- 
‘cere belief, supported by ample evi- 
idence, that the advertising-merchan- 
‘dising method of marketing had de- 
| veloped industry through widespread 
‘consumption and had benefited the 
‘average consumer by lowering the 
cost of the products of mass con- 


sumption. 


Fights Price Discrimination 


“Advertising builds up consumer 
demand and acceptance for branded 
products,” he continued. “It builds 
up the prestige and reputation of 
the company and reduces the amount 
of selling effort necessary and hence 
the merchandising expense. In many 
cases, advertising actually takes the 
place of salesmen. Furthermore, it 
increases the volume of manufactur- 
ing, which, in turn, lowers the cost 
of production. 

“If the industry codes provide that 
manufacturers who do not advertise 
shall be permitted to establish prices 
lcwer than manufacturers who do 
advertise, it is evident that many 
manufacturers will be discouraged 
from advertising at all. 

“Should the government establish 
price discrimination against adver- 
tised products, obviously, many large 
companies are going to say to them- 
| selves, ‘If we are to be penalized be- 
'cause we advertise, we had better 
stop advertising.’ ” 


Camay Offering 
Photos As Gift 
To New Yorkers 


| New York, Jan. 25.—-A plan con- 
|sisting of a gift of a large photo- 
|graph by a well recognized photog- 
|rapher to purchasers of Camay soap 
|is being tested here for its usefulness 
|in expanding sales in a large city. 

| Selection of a high grade photo- 
Fie instead of some other premium 
|was influenced by the fact that it 
|/harmonizes with the beauty theme 
| of Proctor & Gamble’s Camay adver- 
tising, and has no tendency to 
cheapen the product as some other 
gifts might. 

The New York deal involves the 
giving of a free photograph certificate 
with every purchase of five cakes of 
Camay soap. The certificates, limited 


| 
| 
| 


as to the person who may use them, 
will be accepted by Clair Marcelle 
Fifth Avenue Studios in exchange 
|for one 8x 10 photograph. 

The offer will probably last at least 
a month, or as long as it continues 
to pull well. Certificates may be ex- 
changed for the photographic work 


the next few months. 

Advertisements of 
675 lines were 
the plan in 


approximately 
used in announcing 
the New York World 
Telegram, News and Journal this 
week. Pedlar & Ryan, Ine., Is han- 
dling the campaign. 


tried with success in Chicago. The 


employ it in other cities, 


of the government | 
group is that for a manufacturer in | 


none of | 


the government group | 


to two to a family but not restricted | 


}at any time the holder chooses within 


Some time ago, the same plan was | 
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Typical copy in newspapers, which 
features the star, but says nothing 
at all of her vehicle. 


Advertise New 


Movie Without 
Mentioning It 


New York, Jan. 25.—A unique mo- 
tion picture teaser campaign started 
here today in practically all the New 
York newspapers featuring, instead 
of the picture, its much publicized 
actress, Anna Sten, the first Soviet 
star to appear in an American film. 

Copy from 600 to 800 lines will run 
daily, each advertisement showing a 
striking photograph of her in some 
exotic and appealing pose. Beneath 
the pictures, testimonials of various 
motion picture critics predicting her 
success are quoted. But nowhere does 
the name of the picture, “Nana,” ap- 
pear. 

The film opens at Radio City Music 
Hall Feb. 1 for two weeks’ guaran- 
teed run. 

The budget for advance and first 
week advertising for Miss Sten’s pic- 
ture sets a new high record, it is de- 
clared. It is $35,200, against the pre- 
vious high mark of $28,000 spent on 


“Little Women.” ‘“Nana’s” larger 
budget is due partly to the longer 
advance campaign, which runs ten 


days. A week is customary. 


Federal Grand Jury 
Indicts Harry Levey 


The tederal grand jury handed 
|}down an indictment Tuesday against 
|Harry H. Levey, who formerly con- 
|ducted an advertising agency under 
;his own name at 1328 Broadway, New 
| York. 

He is charged with having used the 
|mails to defraud New York news- 
|papers by issuing an alleged false 
jand fraudulent financial statement 
to the American Newspaper Publish- 
ers Association, on which it is alleged 
ihe procured substantial credit. 

An involuntary petition in bank 
|ruptey was filed against Mr. Levey 
pon Feb. 23, 1932. The trustee re- 
; ported liabilities in excess of $100,- 
\000 and assets of approximately 
| $18,000, 


Mosesson Continues 
Hunter College Class 


| David S. Mosesson, instructor in 

j}advertising at Hunter College, New 
York, has announced a course in 
practical advertising for young wo- 
men. The class will meet Thursday 

|evenings, starting Feb. 8. 

| Informal talks by advertising spe- 

|Cialists will be a feature of the 

| course, 


Olive Oil to Katz 


Pompeian Olive Oil Corporation, 
| Baltimore, Md., has appointed the 
| Baltimore office of the Joseph Katz 
| Company. 


| aceite 


Two Join Church Green 


| <A. K. Benjamin, account executive, 


/pany, Boston advertising agency. 


firm has mad oe ee jand Ralph G. Heard, art director, ’ 
as made no decision as yet to} have joined the Church Green Com- floor of the Graybar Bldg.. NeW 


STRINGENT COPY | 
REGULATIONS Wh 
CODE TO STAN 


Washington, D. C., Jan. 25.—p), 
the stringent advertising features ; 
cluded in the code for the pDackap, 
medicine industry, as drawn up j,i 
the hearing on that code last wea ii “ 
will remain an integral part of t, ; 
approved document appears certaj 
here this week. 

As revised for the public heariy 
this section of the code reads: 

“No member of the industry shg 
use advertising, whether  printe 
radio, display, or of any other nature 
which is inaccurate in any mater 
particular or misrepresents mercha 
dise (including its use, trade mar 
grade, quality, quantity, size, origi 
material, content, preparation, cregiiiim. 
terms, values, policies, or services 
and no member of the industry sha 
use advertising and/or selling mei 
ods concerning curatiye or therapy 
tic effects which are ‘false or fraud 
lent.’ ”’ 

The second paragraph of this g 
ticle of the code declares that “y 
member of the industry shall use aj 
vertising which refers inaccurate) 
in any particular to any competite 
or his merchandise, «prices, value 
credit terms, policies, or services,” 


See Approval of Code 


In a mimeographed statement js 
sued in connection with the hearing 
much emphasis was placed on th 
above advertising provision, and - 
was Stated that the industry sough : 
to go on record as opposed to “mis 
representation and exaggerate 
claims regarding curative and theram 
peutic effects.” 

Although it developed that th 4 
package medicine industry was by ng 4 
means unanimous in desiring inelg 3 
sion of these stringent advertising 4 
provisions, Victor Sadd, who isJ 
direct charge of the code, declare 
that he believes these provisions wi 
carry through, despite the fact thal 
much will depend upon the interpr : 
tations placed upon many of thee 
phrases. 

Tugwell Surprised 


It was privately indicated here thal 
while the original Tugwell bill as4 
whole cannot be enacted, those phasé 
of it embodied in the proposed pack 
age medicine code “would very likelf 
pass.” 

An interesting situation was 
vealed here when AbvERTISING A@ 
sought to learn the reaction of Prot 
R. G. Tugwell to what has been fft 
quently designated as the “Tug 
wellian language” of this part of th 
code. 

Miss P. G. Gruver, secretary 
Prof. Tugwell, expressed — surprise 
upon being informed that such 4 
clause had been adopted “by that it 
dustry.” On the other hand, Prof 
Tugwell’s office declared that “Dr 
Tugwell was glad, and would we! 
|}come every move made in the dire 
|tion of the ideal found in the orf 
|inal pure food and drug bill,” whic 


has now been supplanted by tt th 
| Copeland bill. eh 
dies Dute 
James S. Adams Joins Tod: 
Benton & Bowles, [n¢-® Clea, 
James S. Adams has resigned ® th 
vice-president and assistant to “i er 
president of Johns-Manville Corp! fictio 
tion to join Benton & Bowles. 10! h 
|New York. He will assume his duu t rol 
as vice-president of the agency Feb.> i Dute 
Betore joining the advertising “ - 
partment of Johns-Manville five yet” S 
ago, Mr. Adams was with the Geo'® We } 
L. Dyer Company. 
Officers Re-elected 


The All-Year Club of Southe!? 
California has re-elected all office 
‘and added ten new members to ™ 
board of directors. Addison B. D4 
president of the Los Angeles Gas ane 
'Electric Corporation, heads the «lt 


John Budd Moves 


The John Budd Company will 
located in its new offices on the a 
ork. 


on Jan. 29. 
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| THE MAKERS OF OLD DUTCH CLEANSER SAY: 
“WE CHOSE THE POST TO CARRY _ the bulk of our advertising in the 


the bulk of our advertising when Old _ Post. For it reaches, we are very sure, 
Dutch was young and far from famous. | America’s finest audience—the great 
‘tea or it is world known. The Dutch mass of intelligent, home-loving men 
od oe @8ser Girl must be as familiar to and women our nation couldn’t do 
the ithe readers of the Post as any of the — without. They read the Post, they trust 
“~ ction characters that have been built the Post. And their purchases in re- 
= through the years. And today Old sponse to our advertising in the Post 
ng ie utch is sold by grocers everywhere. have made Old Dutch America’s favor- 
» year? Straight through the depression ite—and the largest selling cleanser 
ve have continued to concentrate _ in the world.” 


eore' 


THEY BOTH WON FAME IN THE POST 


T’S a sure cure for the doldrums—a dose of 

the O’Malleys, Anne Cameron’s footloose and 
fancy-free rovers, who migrate from state to 
state with their broken-down bus and their hero, 
Gambler, the goat. Their coming brings dismay, == —»__ 
their passing great relief, to the local Ladies’ 

Aids and Community Chests. 

Their appearance in the Post brings deep 
satisfaction to hundreds of thousands of readers, 
for Mrs. O’Malley has friends from Maine to 
California. 

And Old Dutch Cleanser shares these friends 
—shares the friends of Mrs. O’Malley and all 
the long list of Post characters that have won 
national fame. 

For Old Dutch has been advertised in The 
Saturday Evening Post since 1900. 


THE POWER THAT BRINGS NATIONAL REPUTATION 
TO AUTHORS AND LIFE TO THEIR CHARACTERS IS 


THE SAME POWER THAT GIVES NATIONAL REPUTA- 


TION TO ADVERTISERS AND LIFE TO THEIR TRADE 


SATURDAY EVENING POST 


AN AMERICAN INSTITUTION” 
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Advertising Regulation Under the 
Petroleum Code 


David Lawrence, whose skill in an-|to 


alyzing the Washington situation is 
nationally recognized, has suggested 
in recent newspaper stories that ad- 
put 
provisions 


vertising on the ‘spot 
the of the NRA 
petroleum code forbidding selling be- 


may be 
under 
low cost. The theory is that if price 


competition becomes severe, the ad- 
dition of 
ing will 


Violations. 


expenditures for advertis- 


automatically create 

Mr. Lawrence justifies his alarmist 
attitude on the basis of the investiga- 
tion just launched in Washington. 
Few gasoline marketers, even the 
largest, spend more than a fifth of a 
cent a gallon on advertising, and 
‘is i enough to 
prices very much nor to be the de- 


this is neither influence 
termining factor in costs. 


Advertising at present is under 
fire in Washington, and there seems 
to be a disposition to charge every- 
thing that is wrong in business to 
advertising. Maybe this accounts for 
the fact that this is the one activity 
which under 
pressure if sales below cost are made, 


is expected to be put 


although obviously it is only one of 
hundreds of items which go into the 
marketing petroleum prod- 
and is of the smallest in 
price determination. 

The suggestion regarding advertis- 
ing may be part of the repercussion 
of the too bitter fight which, has been 
waged on the subject of premiums, 
which been banned jin ‘the oil 
marketing code. It would be too bad 
if those advocating premiums were 


cost of 


ucts, one 


have 


code | 
| legal attack launched by the govern- | 


attempt reprisals against adver- 
| tising aus a whole, because this would 
simply result in making conditions 
unfavorable for everybody, without 
way. 

The solution of the vexing prob- 
lem of how to use premiums without 
running afoul of the code may have 
been found by the Standard Oil Com- 
|pany of New Jersey, in spite of the 


ment against 
lsored by Babe Ruth in his radio base- 
| pall club. While the government 
contends that violation of 
the code, the defense of the company, 
which us to be sound, is 
that the prizes were not offered as 
sales inducements, but as part of an 
advertising promotion plan. 

It is true that the terms of 
;}contest provide that the 
must visit a Standard Oil filling sta- 
tion accompanied by a member of his 
|family in a car, but the prizes are 
'given without the necessity of mak- 
ing a Under such 
plan as this, assuming that the ad- 
vertiser point, premiums 
could still be used for sales promo- 
tion by those who prefer this method 
of attracting favorable public atten- 
tion. 

But again we would remind those 
who have the interests of advertising 
at heart that the way to promote 
group interests is to support and not 
to fight advertising. A united front 
against strangling regulation is the 
| greatest need of the entire advertis- 
|ing field today. 


its prize contest spon- 


this is a 


seems to 


the 
youngsters 


purchase. some 


wins his 


The Post Office Has a Sales Problem 


The prospect of restoring ite two- 
cent first class postal rate at this 
session of congress, a matter in 
which all advertisers and .indee@ \all 
business men are keenly interested, 
is not at the present particularly 
bright. In fact, the Post Office De- 
partment seems to regret hayjnk re- 
duced the city two 
because the increase in 
has about 


rate to cents, 


expected 
not imme- 


volume come 


diately. 


Senator O'Mahoney, former assist- | 


ant postmaster general, told a house 
committee that the Post Office seems 
to have business it will have 
difficulty in getting back, referring 
particularly to the practice ‘of some 
large companies in delivering their 
own mail. The recent ruling of 
Postmaster General Farley in at- 
tempting to ban from letter boxes 
everything not through 


lost 


sent 


the | 


| mails shows an effort to control this 
situation. 

The real fact is that the Post Of- 
fice Department ‘is confronted with 
a sales problem just as definite as 
that of any private business. It must 
expect business men to use the meth- 
ods which are most economical and 
efficient. If the Post Office provides 
which 
compared with other methods, then 
| it must expect to lose the business. 


service is too expensive, as 


Instead of maintaining high rates 
and trying to impose onerous regu- 
lations on business men and other 
users of the mails, the Post Office 
Department would get much further 
by the simple method—used gener- 
ally in private commercial operations 
—of making the service better and 
cheaper.. That’s the most effective 
remedy for shrinking revenues and 
departmental deficits. 


helping the premium situation in any | 


Information 


for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 514. Every Woman Leads a 
Triple Life. 


“Is a woman a creature of pleas- 


| ure and romance? A purely domestic 


| effectiveness, 


genius? An individual strictly con- 
cerned with beauty shops and coutu- 
riers? Or is she at intervals all three 
of these?” asks this attractive book- 
let describing the reasons for rear- 
rangement of McCall's Magazine into 
“three magazines in one.” 


418. A Million Women with Mil- 
lions to Spend. 


“We have a million women look- 
ing for bargains—what have you to 
sell?” this booklet published for 
Fawcett women’s group, comprising 
Hollywood, Screen Book, Screen 
Play and True Confessions asks. 
The booklet analyzes rates, quotes 
the experience of advertisers in the 
publications, and presents facts of 


interest to advertisers selling to 

women. 

No. 551. About That Tack (Brass). 
A brief dissertation on ‘quality 


markets” from the newspaper stand- 
point, and especially from the New 
York newspaper standpoint, in which 
it is contended that “circulation is 
vertical, not horizontal.” Published 
by the New York News. 


No. 512. Passenger Car Dealer Rep- 
resentations by Population Groups. 


A chart developed from figures 
supplied by Chilton Class Journal 
Company and published by House- 
hold Magazine which gives the num- 
ber of dealers for each make of au- 
tomobile in towns of 10,000 popula- 
tion and less, and in cities of over 
10,000. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
production, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


No. 536. Up-to-date Facts About the 
Ladies’ Home Journal. 


A tabulation, in booklet form, of 
salient features about the Ladies’ 
Home Journal. Includes a discussion 
of circulation, editorial content, helps 
to advertisers, etc. 


No. 528. Proof—Advertising Can Be 
Effective in the High Places. 
Results of a study of advertising 

conducted among its 


|subscribers by Business Week. The 


book points out how advertising 
makes a sales story stick and how 
it builds preference for the adver- 
tiser’s goods. Particularly valuable 
for the light it throws on so-called 
institutional and other business ad- 
vertising, the effectiveness of which 
cannot be gauged by coupon returns 
or direct sales. 


No. 549. Farmer to Farmer Selling 
in the Country Gentleman. 

A brochure which tells the story of 
“The Farmers’ Market Place” in the 
Country Gentleman, with a record 
of the advertisers, the results secured, 
etc. 


No. 550. An Invitation to Explore. 


An extremely good example of fine 
printing, inviting the reader to visit 
the home of National Geographic 
Magazine, and taking him on a “per- 
sonally conducted tour” of the offices 
of the magazine and the society. Ad- 
vertising men will cherish the vol 
ume as an example of fine book- 
making, as well as for the detailed 
and interesting account it contains 
of the organization and functions of 
the National Geographic Society. 


"Did you see what ‘Variety’ said about us?" 


THE REAL PRIMA DONNA ATTITUDE 


—New York American. 


Voice of the Advertiser 


Digs Up Automotive 
Campaign of 1898 


To the Editor: I have been very 
much interested in the controversy 
in recent issues of ADVERTISING AGE 
concerning the first automobile ad- 
vertisement to appear in a national 
journal. 

Inasmuch as there was at least one 
advertisement prior to any of those 
so far mentioned in your pages, I felt 
sure you would like to know of it in 
order to correct any erroneous im- 
pression that these articles may have 
made. 

In the Scientific American for July 
30, 1898, there appears an advertise- 
ment of the Winton Motor Carriage 
Company, a_ photostatic copy of 
which is enclosed. Although most 


DISPENSE WITH A HORSE 


] and save the expense, 


care and anxiety of 
keeping it. To run a 
wetor carriage costs 
about 4 cent a mile. 


THE WINTON 
MOTOR 
CARRIAGE 


ix the best vehicle of 
its kind that is made. 


i . x 
<n R a ix pandeomety. 
ey ee | we >| strongly und yet light- 
b 4 H iy constructed 1 el 
Bea Re 
/ ie —~.. Fasily managed. Speed 
Pree MW, No Agente. a * “2 tn 
ben motor is simple and powerful. Nowlor, no vibra- 
tion, Suspension Wire Wheels. Pneumatic Tires, Ball 
Kenrings, 327 Send for Catalogue. 
THE WINTON MOTOR CARRIAGE CO., Cleveland, Ohio. 
historians mention that the Duryea 
Motor Wagon Company offered its 
“motor wagons” for sale as early as 
1895, they credit Alexander Winton 
with making the first automobile 
sale, on April 1, 1898. 

Because of this I presume tle 
Scientific American advertisement is 
one of the first automobile advertise- 
ments appearing in a national maga- 


zine. I say presume advisedly, as I 
have not made an extensive search 
for old advertisements, but merely 


ran across this one in the Scientific 
American, 
Aside from the national magazines 
many advertisements appeared in the 
strictly automotive journals. For 
example, in Vol. 1, No. 1 of Horseless 
Age (November, 1895) advertise- 
ments appeared for the Daimler, 
Racine and Duryea automobiles. 


CHARLES M. MOHRIHARDT, 
Chief, Technology Department, The 
Public Library, Detroit, Mich. 


>” | FF 


Study of Business 
Press Aids K. V. P. 


To the Editor: I think you may | 
he interested to know the method we 
are using to get ADVERTISING AGE and 
other leading trade papers. better 
read by our sales managers and sales | 
correspondents. 

Once a week all sales department 


heads and their assistants, about 20 
in number, meet to hear an oral sum- | 


mary of the editorial content and ad 
vertisements appearing in some 4 
or 50 trade publications not only 
the paper industry, but chiefly 
those industries to whom K. V. P 
sells paper. 

The study is based upon the pre 
mise that a better knowledge of cu 
tomer’s problems will result in am 
improved handling of business with : 
them, and may open up new and ing 
creased uses for our products. Ref 
sults are proving this to be true. § 

This oral summary requires covey 
to cover study of some ten to 15 jour 
nals a week and of course involve 
several hours’ work on the part of 
whoever makes the analysis (at pres 
ent, the writer) but is proving emi. 
nently worth while. The report is 
made in a rapid and terse style some 
what similar to that of news report! 
ers on the radio. The men take notes 
of items they are particularly inte} 
ested in for further study. Interruph 
tions and short discussions are per 
mitted. 


} 
Much of the information is imme j 


diately passed along to the salesme 


in their territories as added indice) 


tion that the home office is doin 
everything it can to keep them in 
formed of all worth while develop 
ments. ; 

Once a month the head of our Re 
search Department, Dr. G. F. De 
Autels, gives a similar summary i 
layman's language of latest develop 
ments in science. 

Instead of permitting the men ! 
ease off on their reading, it is ap 
parently resulting in a closer an 
more intelligent perusal of the va 
ious journals than ever before. 

ADVERTISING AGE always. contrib 
utes a number of items of interest. 

If the plan has any merit that yo 
might want to pass along to your sll 
scribers, be perfectly free to do 80. 

GLENN STEWART, 
Advertising Manager, Kalamazoo 
Vegetable Parchment Company, 
Kalamazoo, Mich. 
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Painful Advertising 


Faces Irk Physiciat 


To the Editor: We get all s0® 
of interesting communications ff0” 
our subscribers. This morning’s » 
brings a collection of faces cut {10 
recent advertisements—all of wh” 


depict one kind or another of men” 
| or physical agony—from Dr. R. ! 


Little of Santa Paula, Cal. e 
Dr. Little’s comments are Dl" 
but to the point. “Such pretty ™ 


' ful pictures!” he says. 


I think you will get a kick ou!” 
this collection of pictures, and it J” 
occurred to me that there might “ 
a suggestion in these painful f°" 
for your readers. 


ARTHUR C. MACK: 
The Literary Digest, New ¥"' 
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DEPARTMENT STORES ADVERTISING of the First Fifty Weekday MORNING PAPERS “te 
' As measured by Media Records, Inc. 7" 
Year - 1933 
Lines 
1. New York News e399 73—047 
.: 2. Chicago Tribune... a. 29015 9652 
3. Wilkes-Barre Record. . ari Me. MY 8 
. $6: 2 BOBGOM TOMI er ee ee 208935412 
5. Philadelphia Inquirer poe 29410, 249 
i 6, Pittsburgh Post-Gazette... 2,406,815 
‘ 7. Camden Post 
y. 8. Philadelphia Record 


9. Los Angeles Times... 
10, Boston Globe 


lle NOW TOPE tameG ee 
12. New Orleans Times-Picayune | r of the 

al 13. Cleveland Plain -aler... : MeASUreg First Fig 

| 14, Milwaukee Sentinel oo. bY Media 4 SUNDAY p 
de 15. Omaha World-Herald “8 Record, | | FaPERs 
ne 4 : Year . » Inc, 
ily ¢ —s. <2 
7% 16. Indian&polis Star. £233 
ae 17. Cincinnati Enquirer __ 
e pre 18, Trenton State Gazette a pe 
f cust 19, Salt Lake City Tribune _ 2. At! York 1; 
a 20, Philadelphia Public Ledger. Sp tAdelp yy ee 
nd inf 4, opltinors sg Inquire, ~~. 

Rel 21. Rochester Democrat & Chro 5. Phi inne wg . Mor SP: Li 
. : 22. St. Louis Globe-Democrat_ lade) hi Rite ei ree, A oe ~—. 9 465-88 ! 
5 jourll 23. New York Herald-Tribune, - 6, New Cor 253102029 
volves 24. Harrisburg Patriot ade if New k News a 827 $801 | 
gfe 25, Richmond Times Dispatch 8, York pe 1 _ —e 2100. | 
+ 9. ag ge8®, Trine” Phby "i s agggee 
port if 26. Buffalo Courier-Express/ 10, Boas a*8ton sane ne Siege ele ae : “es 608 H 
fee 27. Dallas Nowa. io P Glote <P ‘ce 155876 | 
> notes | 28, Denver Rocky Mt. News. 1. Now y. TCH on PR ee 1,518? 62 
intel | 29, Montreal Gazette. 12, iompp oT Anerig 3 12430. ¢e> 
ae 30s Omaha Bee-News. . Ph s ahs : mere aj pages SAE reat 353,432 

z | ¢ Lo 6s Oe: rein ee 

imm) 31. Memphis Commercial-A n Fi * bbe ad ial Steet ak ‘ #20) 
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doing 33 0, BORSGR FOO oe. : 740] 
em ¥ i 34, Oklahoma City Oklah 9145 
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*, Dele 36. Peoria Transcript. 


wc 37. Syracuse Post Sta 
38. Toronto Mail & Em 
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he vai 
» 41, Tulsa World... 
<a 42, Toronto Globe 
hat yol 43. Glens Falls Pos 
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COAST STUDIES 
FIVE PROBLEMS 
IN ADVERTISING 


San Francisco, Cal., Jan. 25.—A 
seminar designed to give members 
insight into many of the outstand- 
ing advertising problems of the day 
was started tonight by the San Fran- 
cisco Advertising Club. The open- 
ing speaker was Chester H. Rowell, 
editor of the San Francisco Chron- 
icle; his subject, “The Advertising 
Job for 1934.” 

With this summary of the situa- 


Greyhound Lines. Chairman, Rollin 
C. Ayres, Zellerbach Paper Company. 

Feb. 8. “Advertising Support for 
Petroleum Merchandising.” FE. J. 
McClanahan, manager, sales develop- 
ment department, Standard Oil Com- 
pany. Chairman, John Cuddy, man- 
aging director, Californians, Inc. 

Feb. 15. “Advertising Agricultura] 
Products.” E. A. Stokdyk, late of 
University of California. Chairman, 
Walter A. Folger, Pacific Telephone 
& Telegraph Company. 


Discuss Mediums 


March 1. “A Two-Million Dollar 
Conversation.” Speaker, Maurice 
Hyde, San Francisco News, and six 
others. Chairman, Samuel P. John- 
ston, agency man. 

March 8. “Advertising Media.” 
Magazines, L. W. Lane, Lane Publish- 


MERCHANTS URGE 
SEPARATION OF 
SALES TAX COST 


Joliet, Ill., Jan. 24.—The contro- 
versy which has been raging in Illi- 
nois with reference to whether or 
not retailers shall be allowed to 
make the two per cent sales tax a 
separate item in their selling prices, 
or whether they must continue to 
absorb the item, resulted in publica- 
tion of a full page advertisement in 
the Herald-News here in which the 
merchants’ side of the controversy 
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THE MEN BEHIND THE SCENES SPEAK UP 


-WE“ASKED THE MEN 


| Let Them Tell You What They fell 
and the Modern Facilites for Mab 
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WHO WORKED HERE” 


Us About Pleasant Working Policees 
ing Dallas Favorne Lost of Bread 
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é 
tion, members will hear discussions|ing Company; W. Hub Keenan, | was outlined. ea ea a i 
of specific types of advertising every|Crowell Publishing Company, and| signed by the retail merchants’ Recent reproduction in Advertising Age of a full page newspaper i 
Thursday evening for the next six|Edgar Swasey. Newspapers, Lewis|division of the Joliet Association of advertisement for Kopper's Coke, featuring 36 testimonials from 


weeks. The schedule follows: 
Study Agricultural Products 


Feb. 1. “The Outlook for Trans: 
portation Advertising for 1934.” 


Railroads, Fred Q. Tredway, South-| Anderson, National Broadcasting|two per cent sales tax. Back up | y ks 
ern Pacific: ocean travel, F. M. Cone,| Company. Direct mail, Garnet J.|your local merchant. Help him to | ” d 
Lord & Thomas: air travel, S. A.| Weigel, Knight-Counihan Company.|keep the two per cent occupational |merchandise to which the tax is Radio Ban on 

Stimpson, United Air Lines; high-| Chairman, Earle V. Weller, Camp-|sales tax out in the open. Help him |added as an additional expense.” : 
way travel, L. G. Markel, Pacific| bell-Ewald Company. by cheerfully and thankfully buying : 


Haas, San Francisco’ Chronicle. 
Outdoor, Howard Willoughby, Foster 
& Kleiser Company. Street car, 
Roger H. Ferger, Pacific Railways 
Advertising Company. Radio, Harry 


Commerce and the Will County | 
Pharmaceutical Association, the copy | 
was addressed to “Mr. and Mrs. | 
Consumer,” and said: 

“Let’s not play ostrich about this | 


“A DECIDED INCREASE OVER 


Mr. S. 
Netionai 


The Indianapolis News, 


G. Howard, 


Adverse’ sing Manager, 


in dollar sales, 


uS. 


advertising 


throughout the year, 


factory was placed in The 


WAGNER RADIO COMPANY 


Philco Tubes — Batteries —Parts 
612-614 North Capitol Avenue, Indianapolis, ladiens 


January 5, 1934 


You know that Philc 
but that alone would not have brought these results for 
You know of the extensive and consistent magazine 
done by the Philco factory. 


You should be particularly interested in 
the above because most of the advertising in Indianapolis 
both by us and by our retail customers 
Indianapolis News, 


We have started our Spring Campaign which 
involves considerable advertising in your paper. 
your assistance we hope to have 
by retailers also and feel confident that we will be able 
to make 1934 quite better than 1955 was, 


Yours very truly, 


ha COMPANY 


1 


> is a quality product; 


In addition to 


as well as by the 


With 
considerable advertising 


This ability of The News to do the advertising job ALONE can be summed up 
in these facts: The Indianapolis Radius is a profitable market completely cov- 
ered by The News with a circulation 97 per cent home delivered; News readers 
are habitual readers who have confidence in, and respond to, its editorial and 


tor placed 17,320 lines of 
General display advertising 


every line of it ran exclusively 


market is not unusual — in 
1933, The News carried 69 


play Radio Advertising—and 
for 38 consecutive years it 
has carried more total dis- 
play advertising than any 
other Indianapolis newspa- 
per. 


And the 
were not an accident—The 
News has been producing 
profitable results for its ad- 
vertisers for years! 


932” 


Indianapolis in 1933—and 


The Indianapolis News. 


results obtained 


users, prompted Jerry W. Moffett of Tracy-Locke-Dawson, Inc., 

Dallas, to send in a four-page rotogravure section which Mrs. Baird's 

Bread, a client, used in the “Dallas Times Herald" in December. As 

may be seen from the center spread reproduced here, the copy 
featured "testimonials" from over 50 employes. 


Hidden Tax Dangerous 


“If the tax becomes hidden and 
thus unnoticed, it is likely to be in- 
creased year after year,” the adver- 
tisement continued. “You will have 
to bear the burden, either in paying 
much higher prices for your mer- 
chandise or in paying the tax as an 
additional expense.” 

Pointing out that merchants are 
totally unable to absorb the tax, 
even when it is hidden in their sell- 


what you are paying; you will keep 
the tax out in the open and perhaps 
prevent heavy additions in later 
years. You'll help to secure an exact 
accounting of the funds spent. You'll 
be helping thousands to become tax- 
conscious, and better citizens. 

“And you'll be saving yourself 
money.” 


CAR INTERIORS 


New York, Jan. 25.—The fashion- 
able appeal of Chevrolet interiors is 
being featured by General Motors in 
a sound motion picture for which 
showings to dealers and consumers 
are being arranged. 

The film emphasizes the impor- 
tance of a motor car’s upholstery 
from a selling standpoint. The style 
of the low pile mohair velvet uphol- 
stery recently developed for the 
Fisher Body Corporation is repeat- 
edly stressed. 


Includes Style Show 


With music furnished by a famous 
dance orchestra, a fashion parade 
begins the picture. The style show, 
filmed in Milgrim’s de luxe New 
York store, shows the vogue of vel- 
vet in today’s clothes. As com- 
mentator for this sequence, Kather- 
ine Givney, stage star, was used. 

Then follows a scene in a well fur- 
nished home, picturing velvet drapes 
and luxurious mohair velvet uphol- 
stered furniture. This is worked into 


Impersonation 
Of President 


Washington, D. C., Jan. 25.—Re- 
quests from rival companies are re- 
vealed as being responsible for the 
White House dictum that the Rem- 
ington Rand radio program, “March 
of Time,” cease impersonation of the 
voice of President Roosevelt, who, 


Two reasons were given by the 
President for making the request, the 
most important being the insistence 
of other advertisers that if the 
President could be convincingly rep- 
resented by a voice on one program 
there was no valid reason why they 
should not use the same attraction 


Many Are Fooled 


The second reason given by the 
White House was that a consider: 
able number of people hearing the 


. . . 
shat, the Faoteny, we ake wer votesiars Saysies o& Sa on- per cent of all General Dis- impersonation had actually believed 
tensive an Tonsiste , ews s zc ° . 
Our sales efforts were continuous and of the same (Picture on Page 28) that the President was on the air. 


No precedent has been found for 
the action of the White House in 
requesting the discontinuance of im- 
personations, and no law covers the 
situation. Presidents Coolidge and 
Hoover have both been imperson- 
ated frequently. 

William Perry Adams, radio actor, 
was the individual who so success: 
fully imitated President Roosevelt’s 
voice. 


Coal Company 
Buys Page to 
Print Decree 


Wilkes-Barre, Pa., Jan. 24.—One 
of the most unusual newspaper ad 
vertisements ever to appear here 
was run last week by Hudson Coal 
Company, local mine operator, t0 
warn miners and union organizations 
that a restraining order prohibiting 


xii car interiors, which are described | picketing of mines and interference 
advertising messages. as America’s homes on_ wheels.| with employes of the coal company 

: : Continuing, the picture describes | had been issued by the county court. 
Place the Indianapolis Radius on YOUR sales map—and The News on YOUR 


advertising schedule—NOW. 


THE INDIANAPOLIS NEWS 


SELLS THE INDIANAPOLIS RADIUS 


NEW YORK: DAN A. CARROLL 
110 EAST 42ND STREET 


CHICAGO: J. E. LUTZ 


how low pile mohair velvet is made, 
demonstrates its wearing qualities 
and illustrates the ease with which 
it is cleaned. 

Each of the 40 Chevrolet zone 
managers has been supplied with 
the picture and is showing it at 
local automobile shows and dealers’ 
meetings. Unreeling before wom- 
en’s organizations will be arranged 
later, 

The elaborate film was produced 
by Castle Films, New York, in 11 
days, which is believed to be a rec- 
ord for production of a film of this 


180 NORTH MICHIGAN AVE. 


type. 


Addressed to Union 


In full page space, the coal com 
pany’s copy, addressed to “United 
Anthracite Miners of Pennsylvania, 
its members, officers and associates, 
and to all other persons,” repre 
duced the restraining order issu 
by the court of common pleas 
Luzerne County in full. 

No comment was made in the 
vertisement by the company 
reference to the decree, A. M. File 
vice-president, apparently _ feeliDé 
that none was necessary, since thé 
decree itself told the whole story: 


Distributor The Philco Factory and the |ins prices, copy declares that com-|1ike many other public figures, has [7 
i i Philco Transitone Radio ° : ° o - 8 puting the tax separately “is a pro-|been a frequent character in the [7 
- Phileo Redio Ay Indianapolis Philco Distribu- |tection for you. You'll know exactly | topical radio dramas. 


Indianapolis, Indiana, on their own programs. It was also | 

suggested that records of portions 7 

Dear Mr. Howard: e é é 3 4 

It should be of interest to you to know This preference for The News of the President’s speeches might be | 

what the results were for 1933 in our efforts in whole- used in such programs. 3 

galing Philco Radio Receivers. Our sales for 19535 show- ° ° ° | 
ed a decided increase over 1932 both in unit sales and in the profitable Indianapolis 
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IN 1934 TO GET MOST VALUE FOR YOUR MONEY WE SAY | 


‘Look at all FIVE’ 


In the field of weekly magazines there are five outstanding 


values for the advertiser. That you may apportion advertising 


_ space in these media with the same painstaking insistence on 


value you practice in buying materials, we present the p!ain 


and proven facts about the comparative values offered by the 
largest national weekly magazines. Wherever possible the facts 
are based on the latest published twelve months’ cumulative 


report of Dr, Daniel Starch’s Survey of Media Effectiveness. 


bs mi Be 4 2 Ey bai. S- -eal a Een SAND OR Nana § etna sh de 7 May abe ee Een ef BSL oe 
Here, from Dr. Starch’s Surv 
rf - WEEKLY WEEKLY WEEKLY WEEKLY 
are the latest facts on Readership, | “pn “per nen “pe 
Rates, and Incomes. Read the score. | 
| 
(See note 11) 
1 Present circulation (See note I) 1,000,000 2,000,000+ 2,000,000-+- 2,000,000+ 423,865 
guaranteed 

@ Present rate per page (See note I) $2400 . . (Page rates from 67% to 200% more than the Digest) .. . . $1460 

3 Percentage of reader families with in- First Third Fourth Second os 
comes over $5000 annually (18.9%) 

4 Percentage of reader families with in- First Second Fourth Third eeee 
comes over $3000 annually (56.1%) 

5 Percentage of male readers in executive First Third Fourth Second - ee 
and professional classes (53.9%) 

& Percentage of total advertising seen per Second Third First Fourth eee 
person per issue (39.3%) 

7 Cost per page per 1000 persons per $1000 Second Third First Fourth cere 
income ($0.87) 

g Cost of visibility per black and white page First Third Second Fourth ; *"e- 
per 1000 persons per $1000 income ($2.10) 

9 Cost of “ read some” per black and white First Second Third Fourth see 
page per 1000 persons per $1000 income ($3.47) - 

10 Cost of “read most” per black and white First Second Third Fourth - eee 

page per 1000 persons per $1000 income ($6.35) 


NOTE I — Circulation and rate per 


HE great weekly magazines of this 

country always have been— and 
always will be—of vital importance 
to the buyer of advertising space. Each 
of them reaches a worthwhile market. 
Each offers a sound advertising value. 
From year to year, however, as in the 
cost of raw materials, the values offered 
by these five great weeklies vary. And, 
as in the case of raw materials, we know 
that manufacturers have apportioned 
and will continue to apportion their ex- 
penditures according to the value deliv- 
ered today. 
To judge comparative values of the great 
national weeklies in 1934, we say, “Look 
at all five—and let the facts be your 
guide.” 
The plain facts in the table above—un- 
varnished by glib theory, unpainted by 
promotional fancy—show The Literary 
Digest ahead in those major factors that 
add up into value for most advertisers— 
ahead in high income families, ahead in 
executive and_ professional _ readers, 
ahead in low cost for reaching these 
potential owners, and in low cost for 
getting them to read your advertising. 


First Places 


To sTuHe Liverary DIGEst 6 
2 Weekly A _ 
3 Weekly B 2 
4 Weekly C - 


L 


Second Places 


Weekly D (Not ranked because not mentioned in Starch Survey) 


To give a picture of comparative value, first place is given four 
points, second place three, third place two, and fourth place one. 


The SCORE: 


Third Places Fourth Places Points 
—_ one 30 
5 — 19 
2 3 18 
1 5 13 


page based on Standard Rate and Data Service. All other columns from Starch Report on Media Effectiveness and 
based on Starch method of determining average circulation and rate for the 12-month period. NOTE II — Weekly D is not mentioned in the Starch Survey 


= 


— 


The Extent of Digest Leadership 


The score shows six first places and two 
second places for The Digest. The Di- 
gest’s point score is 30 against the second 
weekly’s 19. Why is this? What has 
brought The Digest to be the peak value 
—the most economic ‘“‘buy”—the lowest 
cost weekly on all those factors that 
point unerringly to advertising value in 
1934? 

The answer is that The Digest delivers 
class circulation at mass rates. 


Now Consider the News Weeklies 


Dr. Starch’s figures clearly indicate the 
leadership of The Literary Digest among 
the four major weeklies, but do not show 
a comparison with Time, smart young 
newcomer among national weeklies. We 
therefore offer three comparisons of 
value between The Digest and the three 
other news weeklies. 


First, it is interesting to note what one 
dollar buys in the four news weeklies. 
Here are the number of page advertise- 
ments delivered for every dollar you in- 
vest: in The Literary Digest 417; in 
Time 290; in News-Week 286; in Busi- 
ness Week 92. 

Second, consider the cost of reaching 
high income families through the various 
news weeklies: 

According to Dr. Starch’s figures 561,- 
000 Digest reader families have incomes 
over $3000 yearly. The total combined 
circulation of Time (423,865), Busi- 
ness Week (75,204), and News-Week 
(50,000) is 549,069. One page in The 
Digest costs $2400. A page in the. three 
other news weeklies costs $2450. 

Hence, in The Digest you can reach, at 
lower cost, more families with better 
than $3000 incomes than the other three 
news weeklies have circulation! Even if 


the entire circulation of the other three 
weeklies boasted incomes of $3000 or 
better, the advertiser would still reach 
more high income families in The Digest 
at lower cost, and have a bonus of 439,- 
000 Digest reader families absolutely 
free. 

Third, consider the cost of reaching ex- 
ecutives and professional men through 
the news weeklies: 

According to Dr. Starch’s figures, 687,- 
112 Literary Digest readers are execu- 
tives or are engaged in the professions. 
The total combined circulation of the 
other three news weeklies is 549,069. 
Hence, in The Literary Digest, for less 
money, you can reach 138,043 more ex- 
ecutives and professional people than the 
other three weeklies have circulation! 


We repeat, that all five of the largest 
weeklies offer sound value to advertisers. 
Talking generalities, any good salesman 
can prove any one of them the outstand- 
ing “buy.” In the light of plain facts, 
however, The Digest obviously has the 
edge in 1934. So, in making up your 
schedules, we say “Buy all five.” But, 
in apportioning your space, we say “Look 
at all five—and let the facts be your 
guide.” 


Talk to the MONIED MILLION 


for 3 C —_? in The Liter ary Dig © 


——— 
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BLACKLEAF 10 
BOOST SALES AT 
DOGS’ EXPENSE 


Cleveland, O., Jan. 25.—Intent upon 
tapping a new market for its insec- 
ticides which it estimates will in- 
crease sales by approximately a 
quarter of a million bottles, Tobacco 
By-Products & Chemical Corporation, 
Louisville, Ky., has expanded its ad 
vertising schedule for 1934, and will 
use over 200 publications to tell the 
merits of its “Black Leaf 40,” “Black 
Leaf Worm Powder,” and other nico 
tine products. 

Poultry journals, farm papers and 
newspapers will again be the prin 
cipal mediums used, according to 
Campbell-Sanford Advertising Com- 
pany, the agency. 

Although Black Leaf products have 
built up a following for a number of 
uses as an insecticide on both plant 
and animal, and have thus managed 
to maintain a steady all year mar- 
ket, much of the company’s 1934 
promotion will be devoted to the 
opening of a fertile new field for the 
products’ use. 


Tough on Dogs 


The natural affinity of dogs for 
trees and shrubbery furnishes the 
new opportunity for the company, 
which for the first time will make a 
concerted attack on the urban mar- 
ket with the gladsome news that 
liberal applications of Black Leaf 40 
on shrubbery will make life much 
easier for plant owners, despite the 
hardship it will work on the dogs. 
Hitherto the company’s appeals have 
been built primarily around the in 
secticide problems of garden, or. 
chard, poultry house and barn yard. 

First copy featuring the new use 
of the product will ° ee Tuaga- 
zines catering .o home owners in 
March, and in newspapers through 
out the country in April. Newspapers 


will be used south of the Mason and 
Dixon line for the first time, pre- 
vious promotion in this territory 
having been restricted to farm pa- 
pers and other magazines. 

A new line of window display ma: 
terial and counter displays is being 
prepared for the use of dealers in 
connection with the campaign. 

Copy featuring the dog angle will 
make use of the cartoon technique, 
a typical advertisement showing 
Buster heading for the brush and 
calling, “Come on, boys, follow the 
leader.” The particular brush in 
question is all set for Buster, how- 
ever, and warns him, “Not this time, 
Buster, you won't like Black Leaf 
40,” to which Buster ruefully as 
sents, announcing sadly that “that 
was one of my favorite trees.” 


A. M. Pennington, 


Financial Expert, Dead 


A. M. Pennington, editor of The 
Street, Philadelphia financial publi- 
cation, and member of the staff of 
Albert Frank-Guenther Law, Inc., 
died Jan. 21 in Hershey, Pa. He was 
60 years old. 

Mr. Pennington has been succeeded 
at the agency by Robert Ingold, who 
has been with the New York office 
for several years, as Philadelphia 
manager. 


Pelletier Appointed 

E. LeRoy Pelletier, Jr., has been 
named advertising manager of L. A. 
Young Company, Detroit, maker of 
Walter Hagen golf products. He 
succeeds E. M. Chaffee, who has 
joined the copy staff of N. W. Ayer 
& Son. 


Announces Expansion 


Mackay Radio, a_ subsidiary of 
Postal Telegraph on the west coast, 
has just completed connections with 
New York and Chicago, allowing reg- 
ular radio communication for com. 
mercial messages between these 
points. 


Wheeler to Boone 


Franklin C. Wheeler, formerly in 
the general advertising department of 
Hearst Newspapers, has joined the 
Rodney E. Boone Organization, New 
York. 


THAT'S THE 
BRAND | WANT 
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WILL THIS WOMAN 


BUY YOUR 


This picture might be called typi- 
eal of what takes place daily in 
thousands of progressive small 
towns in this country. By small 
towns we mean those modern, in- 
dependent small cities having a 
population of 10,000 or less. It 
is for the mothers and the home- 
makers in these small cities that 
The HOUSEHOLD MAGAZINE is edited. 


The city copy writer would have 
you believe that this HOUSEHOLD 
home-maker is a different kind of 
woman from the woman in the 
larger cities who reads the urban 
magazines. Both are women, but 
they do lead different lives and 
every point of difference is a plus 
in favor of modern small town 
living. 

The scene which we picture here 
may result in the stocking of your 
merchandise by this storekeeper, 
or it may result in the lodging of 
a complaint with you. This store- 
keeper listens to this shopper. A 
small town home-maker has 
INFLUENCE with the dealer. He 
listens to her. THe courts her coun- 


PRODUCT? 


sel and he follows her advice. 
While the city shopper is being 
pushed and crowded through her 
shopping at a fast moving chain 
store, the small town shopper talks 
it over with the storekeeper or his 
clerks. 


You can have this modern small 
town shopper on your side before 
she goes to market. It is as simple 
as ABC. She is just as practical 
in her reading as she is in her 
shopping. She knows that The 
HOUSEHOLD MAGAZINE is a monthly 
symposium of all of the everyday, 
workaday problems that she faces. 


The small town home-maker is a 
woman, but she leads a_ well 
rounded, and on the whole, a more 
satisfying life. She is a small town 
woman by choice. How HOUSEHOLD 
caters to her is best understood 
when you read the magazine. It 
appeals to her because it concerns 
itself with her life. That’s what 
makes HOUSEHOLD a good advertis- 
ing medium. HousEHOLD MAGAZINE, 
Topeka, Kansas. Arthur Capper, 
Publisher. 


IF YOU SELL THROUGH WHOLESALERS, 


YOU HAVE SMALL TOWN DISTRIBUTION 


TURNING THE TABLES 


A SHORT PAUSE IN 


43,900 Hours 


CAREFREE, 
UNCEASING, 
UNTROUBLED SERVICE 


So ie — 1 5 l= 
pint arrest 


he tee pees merce aes he eae 
i oe a 
nt tte eee ee 
i tt 
Sao aAMIISess 
= Oh hella eee ee ee 


Speen eae o = Seo Some oot Sate em 

rtsssseee wee ao 

Estee Cease 
—s te Comm 

e Sete Sel eeraionee.. 

See SSS SS 

Se Sent SSH 


MEMPHIS NATURAL Gas COMPANY 


ee 
THE FUEL OF TooaY Y GAS) ie... AND TOMORROW 


This advertisement, appearing im- 

mediately following a serious break 

in service, turned potential knock- 
ers into boosters. 


GAS COMPANY 
TURNS BLOWOUT 
INTO BOUQUET 


Memphis, Tenn., Jan. 25.—-An in- 
teresting example of how to make 
lemonade out of an uninvited ship- 
ment of lemons was given here by 
the Memphis Natural Gas Company 

A weakened section of the com- 
pany’s 447-mile pipeline near Tunica, 
Miss., blew out. The emergency gas- 
making plant was brought into serv- 
ice, and gave many Tennessee con- 
sumers partial service during the 
day. The break was repaired in 
twelve hours, normal service then 
being resumed. 

Since the incident received wide 
attention in the daily papers, the 
company felt that it should be given 
mention in its own advertising. The 
only question was the nature of the 
copy to be run and the version 
finally presented in the daily news- 
papers attracted considerable com- 
ment. 


No Apologies 


Instead of apologizing for the brief 
interruption of service and resultant 
inconvenience to housewives and 
others, the company made capital of 
its “43,900 hours of carefree, unceas- 
ing, untroubled service.” The “dis- 
aster,”’ as some referred to it, was 
treated merely as “a short pause” in 
the service chain, and the copy 
pointed out that “nothing is ever ap- 
preciated until we have to do with- 
out it.” 

The advertisement went on to 
point out the enormous value to Mem- 
phis and 40 other Tennessee, Missis- 
sippi, Arkansas and Louisiana towns 
of the unfailing service delivered 
since completion of the pipeline on 
Jan. 1, 1929. 

Favorable reaction to this message 
included a main editorial in the 
Memphis Press-Scimitar. The copy 
was part of an institutional series, 
directed by Bernard L. Cohn and 
written by John C. Ottinger, Jr., of 
Lake-Spiro-Cohn, Inc., Memphis 
agency. 


Glazoil to Sharp 


Advertising of the Glazoil Products 
Company, Cleveland, maker of con- 
centrated lubricants, has been placed 
with Ralph W. Sharp, Inc., Cleveland. 
Trade papers and direct mail will be 
used. 


Orange Perry Dies 
Orange H. Perry, 73 year old head 
of Sunset Printing Company, Seattle, 
Wash., died this week at his home 
in that city. 


Two Join Agency 
Robert Mackay and John Stoffle 
have joined Merchandising Advertis 


ers, which recently opened offices at 
1935 S. Michigan Ave., Chicago. 


ADVERTISING OF 
CARBO-COKE 18 
TOO SUCCESSFUL 


Company Finds It Difficult 
to Supply Demand 


New York, Jan. 25.—In its first 
session of fairly extensive advertis- 
ing, petroleum carbon now being 
marketed by the Great Lakes Coal 
& Coke Company has gained such 
popularity that the company has 
been forced to reduce its promotional 
efforts and scramble to get the prod- 
uct to the market as fast as the 
built-up demand requires, an execu. 
tive of the company revealed this 
week. 


The product is being sold through 
coal and coke dealers in three terri- 
tories, Chicago, New York and Bos- 
ton. Until little over a year ago, 
there had been no intensive effort 
made to market this by-product of 
the petroleum industry. ~Last year, 
Great Lakes did very little adver- 
tising and this year in November 
started an active campaign. 

Dowd & Ostreicher, Inc., Boston, 
is in charge of the advertising. 

Known as Petro-Carbon in Boston 
and Carbo-Coke elsewhere, the prod- 
uct is the residue left in stills after 
the final processes have been com- 
pleted in the refining of petroleum. 
It had been used to some extent 
hitherto by the refiners themselves 
and in some cases a modest local 
distribution had been developed by 
the refining companies. 


Can’t Get Enough 


For the home owner, to which this 
year’s advertising has been directed 
primarily, the residue is crushed into 
three sizes from egg down to pea 
and mixed. For apartment houses, 
a mix with coal is made. 

“Our wish is that we could get 
more of it,’ an executive said this 
week. “As it is, we will deliver 
more than 1,000,000 tons this winter. 
Last year with very little advertis- 
ing, including some in trade papers, 
we sold between 300,000 and 500,000 
tons.” 

In a normal year, there is avail- 
able, according to this executive 
only 750,000 to 1,000,000 tons a year. 
The Great Lakes Coal & Coke Com 
pany has contracts with oil compan. 
ies covering 95 per cent of the avail. 
able supply. It is derived chiefly 
from the southern oil states, Louis- 
iana, Texas and Oklahema, being 
shipped by train to -Lockport, IIL, 
Port Newark, N. J., and Brooklyn, 
N. Y., where plants have. been 
erected for crushing and screening. 

The Brooklyn plant was opened 
last November with a 20,000 ton 
storage pile. Advertising ran in 
nearly all the Manhattan news- 
papers for a short time and then 
switched to a steady run in Long 
Island communities and Connecticut 
At the beginning of the season, boats 
were scheduled to discharge the re- 
finery by-product every two weeks at 
this plant. 


Copy Pioneers 


Response to the advertising was 
so large, according to the company, 
that the surplus storage stock at 
Brooklyn was soon wiped out and 
the boats were rescheduled to weekly 
runs. The eastern territories are 
served by vessel from Pt. Arthur and 
Houston. 

Copy being used to introduce the 
new fuel ranges from 1,000 lines 
down to 56 lines, and as a genera) 
rule runs once a week. 

The advertisements are of pio- 
neering type, the big appeal to tired 
ash shovelers being Carbo-Coke’s 
property of burning practically with 
out ash. Other sales appeals are pro 
duction of 20 per cent more heat 
with 20 per cent greater economy 


the advertiser. 
Claims of 


greater cleanliness 


easier handling and smaller cen 
sumption are also made in the bold 
face copy. The blending of sizes 
permits packing the furnace firebox 
without wasteful air spaces and 
gives more control over the fire, 
whether in winter freezing periods 
or the changeable weather of April, 
according to the copy. 

In the New York territory, the 
company is now using eight Connec- 
ticut newspapers, three in Newark 
and six in Brooklyn and Long Island 
with occasional insertions in other 
papers. 

The larger copy carries a list of 
local coal dealers who handle the 
product, but in the smallest, the 
name of only one dealer is used. 


S.N.P.A. OK’s 
Deal for News 
Broadcasting 


New Orleans, La, Jan. 25.-—En- 
dorsing the ten-point plan developed 
for cooperation between newspapers 
and radio, and fixing dates for its 
1934 conventien, the board of direc. 
tors of the Southern Newspaper 
Publishers’ Association met at the 
Koosevelt Hotel over the week-end. 

The convention will be held at 
Grove Park Inn, Asheville, N. C.,, 
May 21-23. 

The plan developed by the Pub- 
lishers’ National Radio Committee 
provides for two daily news broad. 
casts of five minutes each. News 
will be provided to the National 
Broadcasting Company and Colum. 
bia Broadcasting System for this 
purpose by the Associated Press, 
United Press and International News 
Service. 

The association’s resolution, which 
praised James G. Stahlman, of the 
Nashville Banner, for his part in the 
truce, said: 

“This association expresses its ap- 
preciation and hearty approval of 
the action of the Publishers’ Na- 
tional Radio Committee in its efforts 
toward bringing about peace be- 
tween these two great industries and 
its belief that the proposal drawn 
up is a forward step toward the 
solution of the problem involved.” 

The directors also authorized ex- 
pansion of the headquarters office at 
Chattanooga, Tenn., of which Crans- 
ton Williams is ih charge as secre- 
tary-manager. 


Chicago Typographers 
Elect New Officers 


Fred H.. Bartz, Harry Baird Cor- 
poration, has been elected president 
of the Chicago division, Advertising 
Typographers of America, for the 
coming year. Other officers are: 

Dave Hayes, Hayes-Lochner, vice- 
president; Carl Lochner, Hayes-Loch- 
ner, treasurer; Jack Tarrant, secre 
tary. 


Hopper Has Agency 

A. Raymond Hopper, formerly with 
several agencies and more recently 
advertising manager of Hanovia 
Chemical & Mfg. Company, Newark, 
N. J., has started his own business 
as advertising counsel and writer. 
Offices are at 18 E. 41st St., New 
York. 


Appoints Agency 
Advertising of the Delta File 
Works, Philadelphia, has been placed 
with Redfield-Coupe, Inec., New York 


and Philadelphia. Trade papers and 
direct mail will be used. 


Farm Papers Appoint 


Caldwell & Caldwell, San Francisc 
have been named Pacific coast adver 
tising representatives of Poultry Sup 
ply Dealer and Seed Merchant, Chi 
cago. 


Offers New Chart 


The Branham Company, Grayb@’ 
Bldg., New York, has prepared a ne¥ 
telephone chart covering the adve"™ 
tising trade. Copies may be had 0 
request. 


Appoints Representatives 


than other solid fuels, according to | 


Bryant-Griffth & Brunson, 12% 
Chicago, have been appointed > 
‘tional advertising representatives 
‘the Mankato, Minn., Free-Press. 
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FOLLOW- THROUGH 
WHERE TO BUY IT 


It’s easy enough to find the Show. But 
it isn’t always so easy to locate authorized 
dealers for a particular make or brand. 

That’s why the 16 automotive manu- 
facturers listed above, as well as many man- 
ufacturers in other industries, definitely 
identify their dealers through “Where to 
Buy It” Service. The manufacturer lists his 
trade mark (and short text) in classified 
telephone books. Below this his authorized 
local dealers list their names, addresses and 


telephone numbers. 


Prospects simply look for the manufac- 
turer’s trade mark and are directed to the 
nearest dealer or service station. Automo- 
tive dealers find that “Where to Buy It” 
also brings in much profitable service-work. 

“Where to Buy It” has proved its value 
in many fields by sales results. Investigate. 

Trade Mark Service Manager, American 
Telephone and Telegraph Company; New 
York address, 195 Broadway (EXchange 
3-9800); Chicago address, 311 West f 
Washington Street (OFFicial 9300). 
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ADVERTISING AGE 


January 27; 1934. 


Closing of Office 
Not Decided Upon 


In connection with the announce- 
ment in last week’s ADVERTISING AGE 
that Louis H. Frohman of Stewart, 
Hanford & Frohman, Inc., will join 
Frank Presbrey Company, New York, 
Feb. 1, A. T. Stewart, president, 
Stewart, Hanford & Frohman, advises 
that definite plans with reference to 
the New York office of this organiza- 
tion have not yet been made. 

“We are not prepared to state that 


our New York offices will be closed 
after Feb. 1,” Mr. Stewart said. 


“While we are not as yet ready to 
announce definite plans, we have sev- 
eral things under active considera- 
tion and will make a definite an- 
nouncement regarding the New York 
office in the next few weeks.” 

The operation of this agency’s 
Rochester office will continue with- 
out change. 


Uses Telephone Hookup 


The New England Mutual Life In- 
surance Company, Boston, recently 
broadcast its annual report over a 
nationwide telephone hookup to 70 
general agencies in the United States 
and Hawaii. The company is con. 
ducting an extensive campaign in 
national magazines. 


Expands Radio Staff 


The radio department of the Camp 
bell-Sanford Advertising Company, 
Cleveland, has been enlarged with 
the addition of two former members 
of WHK’s staff. Vick Knight will 
specialize in production and merchan- 
dising, and C. F. William Bamberg 
will be the radio account executive. 


Roosevelt Is Stockholder 


In process of reorganization, the 
Fairhaven, Mass., Star floated an is- 
sue of stock, to which President 
Roosevelt was one of the first to sub- 
scribe. 
ot 
President’s mother belongs. 


Has Livestock Edition 


The tenth annual Thoroughbred 
and V.ivestock Edition of the Lexing- 


ton, Ky., Heraid was published Jan. | 


18. The issue is unique among news: 
paper special editions. 


Fairhaven, Mass., is the home | Love 
the Delano family, to which the | 


WORK OF HALF- 
DOZEN ARTISTS 
USED FOR FILM 


Unusual Stunt Tried Out on 
“Gallant Lady’’ 


New York, Jan. 25.—For what is 
believed the first time, work of six 
well-known American illustrators is 
appearing in motion picture adver- 
tisements, striking a new note of dis- 
tinction and freshness to what a few 
/ months ago, before the industry’s self- 
'imposed copy censorship, was devoted 
to sexy themes and nakedness. 

When United Artists Corporation 
was considering means of advertising 
“Gallant Lady,” featuring Ann Hard- 
ling and Clive Brook, it hit on the 
| plan of a friendly competition among 
|well known artists. The picture 
opened last week-end, preceded a day 


| 
| 
| 
| 
| 


as 


between mother and child 
the art theme Hayden 
Hayden thought best. 


was 


lor so by the first advertisement rep- 
| pecuntiine the artists’ ideas on how 
|motion pictures should be sold. 

The artists invited several weeks 
jago to an advance showing of “Gal- 
}lant Lady” in New York, as reported 


ubscoubec Demand en 1933 
beaT ALL-TIME Record. ! 


BUSINESS MEN must have interpretation and ex- 


planation of what’s going on in Washington. 


So 


naturally, they turn to Nation’s Business. 


Natural demand for the magazine, without the 


artificial stimulation of short-term offers. premiums 


or deferred payments. wa 
any previous year. 


s greater in 1933 than in 


Nation’s Business is well-informed and authorita- 


tive because it draws on the United States Chamber 


of Commerce, a federation of leading business men 


and business organizatior 


No 


1 the country over. 


other organization is so well informed on legislation 


affecting business. 
to authoritative sources. 


Because 


Busi 


005 bus 


Nation's 
authoritative, 22 


os 


vidual subscriptions, at $3 


No other organization is so close 


ness is informative and 


iness men now buy indi- 
for one year or $7.50 for 


three years, in addition to the 31,721 who subscribe 
as members of the Chamber. The membership sub- 
seribers make up 12.8% of the total circulation of 


256,280—all net paid, in a 


dvance. 


No other publication is so widely read by business 


leaders. 


NATION'S 


BUSINESS 


% WASHINGTON *% 


More Than a Quarter-M 


illion Net Paid—A. B.C. 


E. V. THOMPSON 


Director of Advertising 


$20 Lexington Avenue 
New York City 


CRANDALL'S IDEA 


Bradshaw Crandall did a mono- 

tone wash drawing to aid in selling 

Gallant Lady. Ann Harding, the 
leading lady, was his subject. 


in a recent issue of ADVERTISING AGE, 


were James Montgomery § Flagg, 
Howard Chandler Christy, McClel- 
land Barclay, Diego Rivera, Brad- 


shaw Crandall and Hayden Hayden. 


conference to discuss the best pos- 
sible way of presenting the picture 
to the public, but its duration was 
short and the resultant advertising 
shows pretty well that each had his 
own ideas, particularly Diego Ri- 
vera, who resorted to a stunt draw- 
ing in bold outlines. 


Sets New Price Record 


The “Gallant Lady” advertising 
marks a new record in prices paid 
for motion picture art work, since 


each of the six artists engaged was 
paid his usual prices. In addition, 
other copy on which United Artists’ 
staff artists worked, was prepared 
for use becween insertions of the fea- 
ture copy. 

“Gallant Lady” is not the only pic- 
ture for which the distributor is 


turning to outside minds for sales 
ideas and inspiration. Work is al- 
ready under way, with another group 
of well-known artists, on “Moulin 
Rouge,” which will also be distrib- 
j}uted by United Artists’ Corporation. 
| Aside from appearing in news- 
papers in key cities the art work has 
| been prepared as stills for display in 
heater lobbies and fronts. These 
stills will be used in conjunction with 
stills taken in the usual manner, on 


Perhaps the most removed from 
sexyness was Howard Chandler 
Christy's charcoal drawing. 


| 
| 


the stage as the film was being pho- 
tographed. 

According to United Artists’ execu- 
tives, the group competition plan 
proved that each artist a sub- 
ject in a different way. The six who 
participated exhibited a striking dif: 
ference in their technique in hand- 
ling a subject. They also provided 
an interesting example of how several 
experts, accustomed ‘to visualizing 
only the most prominent feature of 
what they are to illustrate, each 
gained a totally different impression 
of the same subject. 

Mr. Flagg applied himself to model- 
ing Ann Harding's face in pen and 
ink, accenting the depth of the eyes. 

Mr. Christy chose to show Miss 
Harding holding a baby in her arms, 
as she is depicted in one of the film’s 
most moving scenes. 

Mr. Barclay came closest to the 
usual man and woman love theme by 
doing the star and her leading man, 
though in a very conservative way 
with use of charcoaled high-lights 
and shadows. 

Mr. Crandall’s 


sees 


contribution, 


After the showing, they met in a | 


a | 


drawing of Miss Harding using 
monotone washes, represented her in 
calm, delicately smooth beauty. Mr. 
Hayden achieved soft charcoal shad- 
ings to portray the love between 
mother and child, which is the theme 
of the picture. 

So far it would seem that individ- 
ual peace reigned supreme among 
the artists who did illustrations for 
“Gallant Lady” advertisements. It 
was up to Mr. Rivera to introduce 
the bizarre, and incidentally, his 
ideas were not employed in the news- 
paper copy although they were re- 
produced in a still picture. 

Rivera, Mexican artist who has 
been a storm center in the American 
art world for several years, sketched 
Ann Harding in bold pen lines, with 
a very slight shading. 

A strange innovation in his work 
was the use of two glasses of water 
in which were reflected a hand and 
wrist not even seen in the drawing. 
Presumably they belonged to a per- 
son seated across the table from the 
actress, or, in other words, occupy- 
ing the same position as the person 
viewing the drawing. 


Hold Exhibits 
local 
cities 


Direct 
many 


be made 
work of 


tie-ups will 


in where the 


McClelland Barclay selected a 

typical scene, in which the star ap- 

pears with her leading man, Clive 
Brook. 


these illustrators will be exhibited 
(not in the original form, however) 
at art centers or clubs. Where this 
has been done in a few cases, con- 
siderable news comment has been 
given the new idea in motion picture 
advertising and in some cases a strip 
showing all six illustrations has been 
used across the tops of movie review 
pages. 

Each advertisement containing one 
of the special illustrations is iden- 
tified by palette and brush design, on 
which is shown the _ illustrator’s 
name. The copy sells the illustra- 
|tion and artist as well as the picture. 

“In this superb illustration,” says 
,one such piece of copy, “Bradshaw 
'Crandall fashions his memorable im- 
pression of a woman whose courage 
|. . . for love surmounts hu- 
|man imagination.” 

Advertisements prepared to fill out 
the series by United Artists’ staff il- 
lustrators are in much the same style 
|}as the key copy, but, of course, iden- 
|tification of the artists is lacking. 


Park & Pollard Company 
Picks Campbell-Sanford 

The Park & Pollard Company, Buf: 
|falo, maker of feed for poultry; eattle, 
‘horses and hogs, has placed its ac- 
count with Campbell-Sanford, Cleve- 
land. Poultry and farm papers will 
be used, as well as radio. 

Philip R. Park, who left the fim 
seven years ago, has just rejoined as 
treasurer and general manager. H 
H. Havner, formerly sales manager 
of the Manamar Company, Chicago, 
has been named sales manager. 


Schulman Buys Plant 


Sol Sehulman, Louisville lawyer 
and staff writer of the Courier-Jour- 
nal, has purchased the newspaper 
publishing and job printing plant of 
the Campbellsburg, Ind., Graphic, 
from the Leader Publishing Com- 
pany, Salem, Ind. He will move the 
plant to eastern Kentucky, where he 
will publish a weekly newspaper. 


. 
Pass Liquor Tax 

An occupational tax on intoxicat- 
ing liquors at the rate of 25 cents per 
Wine gallon on liquors containing 
less than 21 per cent of alcohol by 
volume and $1 per wine gallon on 
liquors containing 21 per cent of al- 
cohol or more has been passed by the 
Wisconsin legislature. 


PUBLIC. DISLIKE 
OF BANKS SEEN 
BANKS’ FAULT 


Effort to Change Opinions 
Urged by Lyon 


New York, Jan. 25.—Because they 
have not done a good advertising and 
publicity job, bankers themselves are 
responsible for the growing feeling 
of public distrust in their institu- 
tions and for unfavorable legislation 
which has been passed, H. A. Lyon, 
vice-president of Harold F. Strong 
Corporation, and a former president 
of Financial Advertising Association 
told the New Jersey Bankers Asso- 
ciation at Trenton last week. 

Mr. Lyon pointed out the reticence 
of bankers to grant. press interviews 
as one of the prime reasons for pub- 
lic suspicion and consequent adverse 
banking tegislation. -Equally impor- 
tant, he contended, is the failure of 
banks to tell their stories in adver- 
tising columns. | 

“T feel that the bankers of this 
country are making a mistake in 
avoiding a reasonable amount of ad- 
vertising. Unfortunately it is a 
truism that opinions expressed often 
enough will soon come to be accepted 
as the truth unless suitable refutation 
is made,’ Mr. Lyons stated. 


“Thumb to Nose” Attitude 


“We shall all have to concede that 
the ‘thumb to the nose’ attitude with 
reference to bankers has been on the 
increase rather than decrease. This 
is unfortunate and can be blamed on 
but one group, and that is the bank- 
ers themselves. We have not used 
the methods open to us to make suit- 
able refutation of these persistent 
opinions. 

“The bankers have a_ perfectly 
sound, logical story to tell. True, 
that story will not be accepted im- 
mediately because of the background 
of suspicion which has been let go 
too long, but we ought not to let sus- 
picion go further. We should start 
today to tell our own story and make 
up our minds that it will not be ae- 
cepted except it be done truthfully, 
sincerely and simply over a long per- 
iod of time.” 

Mr. Lyon recommended that public 
relations, including advertising, 
should be placed under an executive 
of. equal standing to the operating 
official and cited instances in which 
such a. set-up, by which all major 
moves of the company were submitted 
to the public relations department, 
had gained public support where ani- 
mosity previously existed. 


ee ED 


Advertising Personnel 


of “Monitor” Shifted 


M. Alvah Blanchard, manager of 
the Chicago office, Christian Science 
Monitor, has been transferred to Bos- 
ton as national advertising manager, 
succeeding Hudson C. Burr, who has 
been filling that position as well as 
that of assistant advertising man- 
ager, in whieh capacity he will con: 
tinue. - 

Leonard W. Coulson has succeeded 
Mr. Blanchard in Chicago and Car 
lotta Woolley has been named mat: 
ager of the San Francisco office, suc: 
ceeding Ralph Castle, resigned. 


Ralph M. Cohen 
Joins Miami Valley 


Ralph M. Cohen has been made 
secretary of the Miami Valley Paper 
Shippers’ Association, Middletown. 


O., a group of eighteen paper mills 
of southwestern Ohio combining traf: 
fic, sales promotion and sales prob 
lems. 

Mr. Cohen was formerly account! 
executive with Keller-Crescent Com 
pany, Evansville, Ind., and merchal 
dising director of station WKBF, I! 
dianapolis. 


Picks B. B. D. & O. 


The New England Council's all: 
New England recreational advert! 
ing campaign will be handled in 1934 
by Batten, Barton, Durstine and 0* 
born, Boston. 
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The Mortons know what they want; they want 
a new car. The only rub is—what kind? Tom 
prefers this make; Mary that. Junior craves 
speed. Betty . . . something with chauffeur 
accommodations, just in case. In a word they’re 


a typical AMERICAN family. 


So it’s Talk! Argument! Battle Royal! All of 
which is very good for the automobile busi- 
ness. In the end, they'll buy a car, and pay for 
what they buy. 


There are 450,000 families like the Mortons 
reading the Chicago American every night. 
They’re younger than any other Chicago news- 
paper audience—certainly more eager, more 
alert. They read automobile advertisements 
(provided they see them). They talk prices. 


CHICAGO AMERICA 


- + + gives 450,000 families Buying Ideas 


National Representatives: Rodney E. Boone Organization 


New designs, improvements, even gossip, form 


a very definite part of their daily conversation. 


In salesmen’s jargon: They’re automobile con- 
scious; they’re live prospects! As they repre- 
sent more than half, and by far the “livelier 
half’’, of your total number of prospects in the 
Chicago market, no automobile advertiser can 
afford to ignore the Mortons and their very 
nice kind of people. When almost half a mil- 
lion families are eager to hear you talk, °tis 
folly to be dumb. 


The Chicago American, and it alone, controls 
the largest active market in Chicago—450,000 
on-the-go families, all intensely interested in 
everything that adds fillip to living. And that 
goes double for automobiles. 


eet 
ae eee 


tals n ee a 
: Bs nae) bei 7 
ne bo esta, 
ie 
a ee a 
ae 7 
3 2 
, 
ie’ 4 
c= & 
ee Ey 
— 7 
ot 
ea 
“7 Sea 
ee 
pee 4 
ee 
hare Me 
ae: 
ee or S 
ae q 
pits PF: 
oe 
ea , 
ae. 
ee 
ee 
geet 
i 
raid 
ae 
es 
ee, 
2 ee 
= ‘ 
~ ee: 
ee: 
, = 
oe 
ss fais 
re 
— 
x Say 
ae Rie, 2 
: aioe ates 
= ae 
ah Bris, 
bok 
lv ee 
i ae ge: ke 
ety fee 
. ae oe 
Oy fe 
oT oe 
eee | 
ee ee ae 
ait) 
- [ae 
— 
aeotd 
a nena 
Ac: pane ah, é 
ly, i S 
py. ae 
| wee 
os sass ie 
ais Fc 
a ae 
» 
As 
— = 
a ae 
Vere hai 
a ae 
of 7 et Ae 
nee Pere 
30s- ghar 
yer de sae ds 
yer, TRS 
hes os 
as tea om 
Ane 53, y 
1a: . sel cee il ae 
“on - ‘a 
ded P 
arty =r 
al * 2 
lan 
suc: 

) 3 
ley £ 
rade 
aper ’ 
yw, * 
nills 
trat- = 
yrob- F 
ount 
‘om . 
an: 

A [n- 
all: ee 4 
Se 5 ir ae 
prtis: ae" 
» See a. 
1934 De. 
. Gag 
on EE « oe 
—_— ee i te ad 
Ee ear 
Bo eres ae 
er. WIS | TEE 
ie Late 
fe cong fp a 
ese : 
arene “Santee 
a ~ 
phe ee 
. ' kceiyte® chat 
Meee. 2 oie ‘ * Spaeery 
Me, ree id Bei a see MR nd Re toot al ie OE gh I ay root teens ; es pe pee Bes ae i fa 4 Pp oe Sees ae : A & , : > : <a ene Ee ga 
Bisgen  GE NA REO i) ee ee OR en GT Ree re oe en Rec een COMER PRC CE. ance oe GEER Ma atc eS Bh Nae hee PBN UR aie E EL ACS WNP Rene OER gh ge ey rene ay Oa tae are NOT, ae ee oh Bhar he ae ptr Aimee bess tie Se ate ok Pe eee ae ‘ 
ee aaah a, Re - PPE ps. TRAE Oe oe aE oe ta ee oe Sere: Woe Pert tee, 8 a Re a’. Nace TS. Ae SMe ate ah te Lag. ewe h 2 rr art cote bbe PD Oe ae a NOME Rr ok alae DE Aca Oe MES tse en gt Aes, eit Raa ee rd. Pi eee er PTA Sd he a aN re Pas Se ie 
tn WEE OAs Cee ene es a et FREER Ge: ee Pg oe ae ard een Ee eR Tog re AMEE NG Ee eta ee Age eRe noe ee eRe Were rr neE ree Mer ie ON whee arco eleanor USS 
ebay pe Neate ey tos tee : yng : ee ao , ; 7 : 2 OR Bb ee . arc: = aree Rate wigs oy ee oa pee ST ia aig So MMe hone gt be LF agen ; re Aa Pah ert Calg oe bs, ck ee ae =. og en Y 7 ets abe 


12 


As, Ye 

ek 3% 
ie £S 
F 


ADVERTISING AGE 


January 27, 1934 


TO GLORIFY 
PEANUTS AS 
ENERGY FOOD 


Noted Athletes Speak Up for 
Planters inNew Drive 


New York, Jan. 25.—Telling a 
health story and backing it up witb 
endorsements from athletes, Planters 
Nut & Chocolate Company, Wilkes: 
Barre, Pa., this week opened a new 
peanut campaign in leading metro- 
politan newspapers throughout the 
country. 

Initial advertising is running in 
the Chicago Tribune, New York News 
and New York Mirror. The same 
copy will appear also in the Ameri- 
can Weekly. 

J. Walter Thompson Company pre- 
pared the series, which is their first 
work for this client. 

Space used will be 725 lines, 600 
and 340. In some advertisements, 
use will be made of several endorse- 
ments. In the smaller copy size, the 
endorsements of a single individual] 
will be published. The schedule calls 
for one insertion a week. 

In addition to newspapers, copy 
will be run in Scholastic and Scho- 
lastic Coach during the spring school 
term. These are the only magazines 
on the present schedule. 


Reveal Drastic Values 


The series will reveal newly dis- 
covered facts relating to peanuts and 
at the same time will stress their ap- 
petizing qualities. Dietitians have 
learned many things about the nutri- 
tional value of peanuts, it is said, and 
study shows an increased public taste 
for light bits between meals. These 


FIGHTING INDIGESTION BOGEY 


Famous Athletes save made 
dean important discovery about 


¥-yephesh peanuts! 
spe 


- 


between-meals empty feeling quick— 
give real Energy without making you 
feel “heavy.” And PLANTERS Peanuts 
are extremely digestible, experts say! 


CEORCLA COLEMAN, Hympér foency 
diving champion, says —~These crunchy 
Planters Peanats are full of energy ond 
ge «+. don't low you =p.” 


F YOU DIDN'T KNOW THIS as when they left our ovens! 

you ve been missing something. And since they're so fresh they're 
Planters Peanuts are extremely — very easily digested by children. 
goed for you—and digestible! So hand yourself « real “ureat.* 

Here's why. Planters Peamuts (Go and get a nickel bag of Planters 
supply all four principal food ele- fresh salted Peanuts nght away! 
meats, in just the proportions your 
body needs. Hence they “burn up” gene mewny BA TUREN of Forces Hilts, 
inside you completely —turn right 6. |...aye.~~Rebiee  areay ahont puoewse 
into energy. They never make you pe ~~ 
feel “sunk”! 

Bust — remember —this i» true only 
Ff —_{ fof, 

PLANTERS Peanuts are fresh— 
always. And choice: The pick of 
the plumpest, tastiest Virgima 
“jumbos” grown, they re carefully 
selected, then roasted and salted wm 


you as delicate, crisp and crunchy 


(Left) 
ALL 4 MAIN FOOD ELEMENTS are anp- 
ote dy ” 


LANTERSC 


MADE BY WORLO'S LARGEST ROASTERS AND SALTERS OF PEANUTS. ALWAYS vetan 


Large size newspaper space for Planters peanuts which ran this 
week. Famous athletes are used to back up the assertion in the copy 
that fresh peanuts are extremely digestible. 


argument for feeding them to chil- 
dren. 


from later in the series. 


pointed out that a special plant on Al h l S ll 
the Pacific coast roasts and salts the co é) ti 


peanuts for that section. 


Illegal When 


Quote Several Athletes 
Easy digestibility is used as an 


Max Baer, Johnny Farrell and 


In addition to professional athletes 


Used in Candy 


Washington, D. C., Jan. 25.—Re 
Georgia Coleman, Olympic diving| peal of the eighteenth amendment 
champion, were athletes quoted in} qjq not abolish the stringent clause 
the first copy. Others are to be heard | jn the pure food and drugs act which 
defines as adulterated any confec- 


Getting Personal 


Tom Herald, Boston advertising man, doesn’t work for the Herald 
but for the Post. . Cecil Bennett, Chicago agency man, has been 
having the Mayos check over his internal machinery as the result of 
a bothersome intestinal trouble. . 


Herman Daych, who accepts orders for the American Weekly, is 
rated one of Chicago’s best-dressed advertising men, but Curt Harrison, 
of Photoplay, gives him a run for his money. . . Jack Lederer, of Paul 
Block's Chicago office, is preparing to enjoy some California sun- 
shine. . 


Nan Howard, of Station WEEI, Boston, has developed a new tech- 
nique for more intimate contact with distant relatives, involving the 
use of phonograph records instead of letters. There ought to be some- 
thing big in it for the phonograph people. . . 


Arno B. Reincke has been receiving a lot of compliments on his 
recent essay, “He Could Take It,” in which the immortal Lincoln is 
pictured as succeeding only after plenty of failures. It was put out 
under the imprimatur of Reincke-Ellis-Younggreen & Finn. . . 


Zenda Bertram, former New York agency space-buyer, is getting 
back into advertising harness in Chicago. . . C. A. Patterson, of Ameri- 
can Restaurant, was one of the impresarios of the Chicago Rotary 
Club’s recent successful business show. . 


The mystery of Dorothy Crowne’s sudden disappearance from the 
United agency has been explained with a manchild. His birth an- 
nouncements were rubber stamped “Shipment Delayed.” The name is 
William Thomas, and he, Dorothy and Bill Johnson, who has a half 
interest, are keeping house at 40 Prospect Hill Ave., Summit, N. J. . . 


John Williams and Carl Reimers were the only advertising men on 
the Beaux Arts Ball committee. John published the program, which 
billed 20,000 odd dollars. . . Edith Whitlock, Pedlar and Ryan space 
buyer, tells fortunes from cards or palms and is in great demand at 
friends’ parties. The only thing she won’t tell from the cards is the 
amount of space any given publication is to receive for the following 
year... 


Bartlett Arkell, president of the Beech-Nut Packing Company, has 
as his pet hobby his hotel at Canajoharie, N. Y., the town that Beech- 
Nut products made famous. Doug Malcolm, American Express 
a. m., likes to analyze the faces of the many people who drift into his 
Broadway office. Sometimes he does it orally—to the great discomfort 
of a struggling space salesman. He’s always uncannily right. . 


Mildred Yates, beautiful and witty wife of the Esty art director, 
accepts introductions as “the widow Yates.” It’s a humorous device 
to inform everyone that her husband is too enthusiastic and conscien- 
tious about his work to go gadding. . . 


George Algar, of Shell Oil, who just flew down and back to attend 
the Miami Air Meet, is very much a sportsman. He broke a swim- 
ming record at 18 and Dartmouth coaches would not allow him to 
play football for fear it would ruin him as a swimmer. These days 


dietetic facts are emphasized in the 


tion or candy containing intoxicat- 


George swims quite regularly at the Shelton pool. . 


copy along with the strong appetite 
appeal. 

For example, the first advertise- 
ment declares that “Planters Peanuts 
are extremely good for you—and di- 
gestible!” Reasons behind the state- 
ment are that they “supply all four 
principal food elements in just the 
proportions your body needs.” 

It is further explained that the 
whole food is used to provide energy. 
The proteins, carbohydrates and the 
vegetable oils (the fourth element is 
mineral) are combined in such ideal 
proportions, the copy claims, that 
they give greatest energy without a 
stuffy, overeaten feeling afterward. 

Freshness and remarkable delicacy 


quoted in each of the larger adver- 
tisements, there is also an endorse- 
ment from some ordinary citizen, 
frequently a housewife. 


Jennings’ New Work 


William J. Jennings, eastern repre- 
sentative of Buckley, Dement & Co., 
Chicago, for the past 10 years, is now 
general sales manager of W. S. Pon- 
ton, Inc., New York. 


Hafter Joins KMOX 


Robert Hafter, formerly with sta- 
tion WDAF, Kansas City, has been 
named program director of station 
KMOX, St. Louis. 


ing liquors, J. W. Sale, of the fed- 
eral food and drug administration, 
has announced. 

This word of caution was inspired 
by activities which indicated that 
some manufacturers believe the lid 
is off. In one instance, a Baltimore 
house imported whisky-filled candy 
from France and began its distribu- 
tion to retailers in this country. The 
government seized two shipments 
and warned the importer against 
making others. 

The provision in the pure food and 
drugs act, Mr. Sale said, was in- 
tended to protect children. He 
quoted from the act: 

“Confectionery is adulterated if it 


on a Philadelphia paper. 


Fred Davis, G-E director of media relations, is proud of his son 
Bob, who entered insurance on leaving college last June and now 
rates a secretary and private office with the Travelers. . . Harry 


Maxwell, the outdoor advertising man, has been ordered by his physi- 


cian to take a Florida vacation. He’ll leave next week if the cus- 
tomers cooperate. . . 


Joe Gousha, copy chief at Geyer-Cornell, was once dramatic critic 
Prentice Winchell of Ayer’s radio de- 
partment is a collector of Frederick Remington lithos. . . So is A. F. 
Sachtleben, Presbrey, v. p., who has one of the valuable “westerns,” 


used as covers and premiums by Collier’s around 1900, on his office 


wall. . 


Harry MacConaughey, v. p. and g. s. m. of Ayer’s Dole pineapple 
account, has to make the best of a situation which takes him to 
Honolulu early next month for the annual sales meeting. ’Stough.. . 
Blondes and brunettes prefer Pete Howe, literary heavy-hitter for 


the business end of the Stern newspapers. 


of flavor are big points in the news- 


paper copy. The results attributed to Joins Polychrome 


Charles R. Spielman, formerly with 


Bingham Photo Engraving Company, 
laid on the fact that Planters peanuts| New York, has joined Polychrome 


are selected right at the plantations | Reproduction Company, New York. 


the peanut are obtainable, it is said, 
only if the food is fresh. Stress is 


from the choicest groves and rushed 
to market under refrigeration so 
that the oils have no chance to be 
come rancid or spoiled. 

The special art of roasting and/ gst. Louis, 
salting is also referred to and it is| Advertisin 


Olian to Gardner 


Irwin A. Olian, formerly with| tion, has joined the advertising de- 
Liberty and Famous-Barr Company, | partment of the National Hotel Man- 


contains any vinous, malt or spirit- 
ous liquor or compound.” 


Crain with New Yorker 


Maurice Crain, formerly associated 
with the bureau of advertising, Amer- 
ican Newspaper Publishers Associa- 


has joined the Gardner agement Corporation, New York, and 
g Company, St. Louis. is stationed at the Hotel New Yorker. 


from T. P. A. meetings. 


months. 


a day. . 


Jud Payne, secretary of the A. B. P., is talking of giving up his 
car until the ordinary hazards of motoring are abolished. His friends 
suspect he is being nudged by telegraph poles while on the way home 
Harry Payne (no kin), BBDO golf 
champion, is not above bowling and ping-pong during the winter 


R. T. Stanton, for over 40 years western manager of the Century 
and other magazines, spent last week-end with friends in New York 
before leaving for his winter quarters at the Francis Marion Hotel, 
Charleston, S. C. “Dad” is hale and hearty at the beginning of his 
85th year and expects to spend most of the winter playing 18 holes 


noel Procuets 


Conpeeet CEMENT= NEWS "3%? 
330 SO. WELLS ST., CHICAGO, ILL. 
ABC... MEMBER... ABP 


$690,000,000! 


ESTIMATED 1934 STATE AND FEDERAL PURCHASES OF 
VARIOUS ROCK PRODUCTS 


has a subscription rate twice as great as nearest contemporary 


has a circulation not exceeded in its field by any other 


carries almost twice as much display advertising .”. . 


serves an industry which wears out its equipment rapidly 


an industry that is guaranteed prosperity in 1934 


Just off the press! 1934 Industry Survey. ..Send for it! 


Get This 1934 Close-Up of 
the Rock Products Industry! 


Everybody knows that the production 
of cement, lime, crushed stone, sand and 
gravel and other basic products required 
for the expanding public works and 
building programs will keep the rock 
products industry busy in 1934—but 
everybody is asking, “What will this 
mean in terms of the purchase of equip- 
ment and industrial supplies?” 


ROCK PRODUCTS has found the 
answer—and has presented it in an in- 
teresting, factful booklet which surveys 
the field as an immediate market for 
those whose products are adapted to 
the requirements of this basic industry. 
It is a presentation which you will want 
both to read for its news value now and 
to keep as a permanent reference on a 
great market. 


Send for it today! 


ROCK PRODUCTS 
330 S. Wells St., Chicago 


Albert P. DePuy Joins 


Metropolitan Refining 


Albert P. DePuy, formerly editor 
and advertising manager of Universal 
Engineer, has joined Metropolitan 
Refining Company, Long Island City, 
N. Y., as advertising manager. 

He will also edit a new house or- 
gan for circulation to distributors of 
the company’s various chemical spe 
cialties. 


Daniels, Potter, of 


G. O., Are Promoted 


E. B. Daniels, formerly sales pro 
motion manager of the New York 
branch, General Outdoor Advertisins. 
has been made an account executive. 

Sales promotion duties have bee! 
assumed by John E. Potter, Mr. Dat 
iels’ assistant the past twe years. 


Release Schedule 


A campaign for the Consolidated 
Packing Company, San Francisco. !* 
being released in North and Sout! 
Carolina newspapers featuring Hone} 
Bunch brand raisins and dried fruits 
| Emil Brisacher and Staff, San Frat 
| cisco, are in charge. 
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the women 
ae, MAGAZINE READERS! 


The majority of women who are actively buying today 


can be reached by magazines alone. 


This facet was established by personally interviewing 
20,097 women known to be actively buying. Repre- 
sentative advertising agencies did the job at the 
counters of 196 stores in 14 cities. Of the women in- 
terviewed, 17,282 or 85.9% said they read magazines 
regularly. 


Are You Using the Magazines 


Active Buyers are Reading? 


You will find the answer in “Women Who Are Buy- 
ing.” This 78-page study presents a_timed-to-the- 
minute way to gauge the relative potentials of leading 


magazines. It measures (as old yardsticks cannot) 


J 

) 

magazine markets by a factor that counts tremendously 
, today— readers who are known to be actively buying. 
e 

f 

r The Good Housekeeping Representative will be 

: glad to show you “Women Who Are Buying”. 
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Everywoman’s Magazine 


Se te aa ah ee Oe ae OE ew Sk, ae a TS ey BST im SR OR a gee a er, ee UNE? Cee i a eS YD ie ey Oe. Oe Oe) eee rh, OR? ea La eke” ok eee, Me ok 8 ieee Rrra ibn en a inte oe. | eae z ois ee eel ees ed an, SE ee tee faa arti oe ot gt 
eh ae eet ein ene ree eC eae Me 1 Be. Piet eS aire ees ee hog af Oe EN ao OM bee tS geen sae Paces rr Wee ieee 2 =e ia ee rat Ee ses pf a 1G gf Me ig ibs, eee : a des i et 
- ie . ts rhe oP ak - ‘ge : bd ' Rs: 2 z A a: : : ? ; ps sf ae ee ae Sai KS - ee a eS hy oe 
ae " “ < q shen ne ‘ : : ol 8 ‘ : Far es. Se Soe. Saat es oe acghateN Me et a ae Shears Brig. ae'thec a aaa ame ee, ae ae 
P ‘ ig y ‘ et eel ‘ ee : : i . : 5 ts 4 bas yt e x ; Es ae RS oe <= ne. ae a [2 ry gtk an 
; As ‘s . Re es ok ee ; ‘ r eee + * Es. rk at - . fe a " r cs y : S r ‘ 5 . ree Ae se - . 5. A a = c Mat ; : Merce (Sy 
he : ee ; 
ms . 
x - 
, ae 7 
. e. 43 
a; 
a 3 
ie eo 
SS 
y 
N a “ 
Fs ae z 
io a 
ae “al 
Wes 
wy i 
oats: 4 
eel. t ; 
aa : 
; aim 
is are 
me : 
4. ike. 
fi te 
6 rior 
Cae 
i ae 
oe 
Ce 
ne . 
7 a are 
hg : 
- 
oie: a ff 
ane e* ae 
ee : i : 
. ge: 
es 
a i i al 
bie 
“ ei ie 
. | eee 
: 4. US hee 
5 So cclen 
i ; PY 
_ . 4 Dee 
j a — is. dates, 
; t  —- od —. oe 
i co a 
2 YT eel ot 
i 
: <<. o 
'? we 2 ~ i 
. Sen . reel te : = 
s wf 2 " ie er og a a 4 
i - Log x at é ae ae fg “s = = 
; ‘ ay * a Se ee 3 a 
* = S| a oa as 
5 4 oe eal) eee Cee iii aw. Fe as My 
Bp me ‘ 3 AG Sa ie 
3 iil + ee a ha ree 
pe ~ f Seer ren ee: 
- cae ie ar _ at basa : als 
4 a oe, g oy Pee F i, i i os ae i 
: o ca 5 iy “esa as SP a 
a a Fo > F Oe 
. if 2a in aah oe 
AP ie , eres 
“ : ot ice ei oe 
— 0 ro vf - 
Pek ge. ae 7 
Sa ee Wy coy ee os ‘ by 
; ai Pe ality gre oa 
Mee ee ta art es 
Sat Vika epi 
gece a eee a 
Bes. in in 
“Pgs nae! . Teme TT 
: a " ; Ghee: 
p ( esis, ie Sista tae 
} ee tare 4 - ae 
. eae wae < ia 
; ee 8 She oe 
| ; a ‘ 6 cae sie sala 
al 7 fol ME bg eM cet ii te 5 
: 35 ae | ot On Tee Shy a 
tg ‘ SS 4 ic ee Se Pi Poeh> 
ay: “aad eee Up ay 38 I oe 
. So an. oc a cate 
Isat a - RAN a ates ' Si : a Was. 
sg Be } SS ee ; es ees, 
> > oe: ; —_— hy ae ‘oa > ae Saal “4 iat 
4 Se 2 a : 
4 ae AS og Via ie ait oe Bs: 
ee gee gant "Ee ae ee nae 
= Eig pe ae a dy ia eee a eh 
me a eA Wate Ne Pe ee bide. 7 Ba Pie Sang 
‘¥ hag ae ie Ci “4 : = > 
ae Saul cena . a i! : ‘ 
—— -- ss eS ; a 
\ Ee Bs 8 ire y ; ‘ 
poe Me SS gaa footer eee Pern ie oe 
Leo) eee iE et a aI edt oil Meats 
Oe re cia Co. te 
he = Er Pre, ae a A fo gy : Pe 
its | has LS a, ee ice oa Plas ‘ 
a : 
eS - “ 7 
co rei i, hte ae ea cae (ee 
OS Mobs ee 
ont ee SS | ee. - Pah eres aes 
: “ ete [eee Wa sae a gh = aN 
‘ == I oan a ae 
te a caging Sane ee bs 
= EER eee y Roe oe if 
La ae (ae g 
ca = a ek ’> Se a 
. wl e o . + ‘ 
‘ i ; cease Sey 
‘ ~ “wy on hee 
Se ; RES YS Po Bs Se 
* eas eo ten 3 i : ee 
rath dan * ee + eS Ns Pe, » Bee - ae 
Win ig oct 3 a 5 wet Re ‘ A 4 oy Be a tae 
3 ae ce ae set Se cs gt . ee ete 
: : ‘ ‘ ‘ : ae ‘ ey ; 
. eee “ - Sg co i ee ey 
Pe © oe 2 og ee oe s Soe _* % RE = ‘ * 
2 ot ae ole Ba co Z 
: See ete. <8 a x” . . : SF xg ‘einem e 4 
” eK ER Te: f ee ‘ : s yaaa bf f 
BP Ee Bik AP os ~ = - mate 
ce ee ee P $ P ie ree tit os 
be _ oe no ‘ > . on Phe 
FP Ps te ot Ps “eR a ‘ ¢ - ee. tees LPS : 
Pepe Es é “ 0s “a Po ae 
RAS % ane ’ . é F ” 2 * « <9 a4 > 
r $8 eae ene : ‘ es pee Sy 4 7s 
% by . Steg Bice hg es c ‘Y x 
ear aS pk SS 4 Se ‘ Se <— 
"A eS ape RE 8 Pie : s : Sly ~ 
: BH e Qe Se we a ree a ees 3 ik 3 Ses $n og —s 
egos Sue ys” ge ee ee One , £. : . Do ~~ 
4 Pe ee ee OS ER sn RS ON Mees eccrcrtes oe. . ee as é Z cy : 
wie i. See ? ich tak ie a . SSS SCS iP ; 
- $ eS ee ) ee -. eS fA ee ae om * ESSE. Sere 
oT es +e a a ee Se Bo At ds » rg - B hy , F Pe We Fe os Ps. ae wa ad 9 
‘ee * 5 ee a z, ge “ Pp igus oe 2 mk a aaa: ke ls 7 
So Ss GE sO step . #. eps s te Sey es Sk) er 
te eS RS ate i ire mn ene ke erat Sa a” 
Rn as : ee KS SRF Sy e : Ce > ee es ee rk cttae eg 
aii oF : ae _ i 
Po 
y 
i 
- 
ine = ae 
See ae 
‘ate F 
— pot 
re ize 52 is 4 
ig fe EY 
. ay ee ys 
fehl 
BE es i es 
neg Meee ge ph 
“ = eer aeee a escanes 
ee FE ; Ey Sp LOSE aN ee es A AP aed OREO) CR Ae 6 a IMIR on MI br ERO C0 oie hs CAN eas ER” ge tae ao ENR am AR ae Se ARN, We ETSI 2" ir Ny Seg il OT A al lay ge ET Maat OF ime aks LO MiP ib ee ieiaw 7 RicaanD: obey Apes a Gs Sai ates pap Saou Sy ny ee eine * Reet? ees 42 fer: aes SA . ea aa Kis, eet 
SOR AI EOS ed 3 ORO ER, Sd apr ree OO <a a eM EN RSA MR MRE EMCO enT. ama See ren eaten n wears Cee? NMR ees ae ae Ae Ae reer 
SERS See AD eared ire oh ON | WES e gene ha ane eR a Pea POET RT RGAE a ee Sale , Sea Ne, eye Mecl ene ‘ ees ee ace # : 4 ‘ Fy, 5 ae ere ‘ SER ete aloes ar il ivi 7 ee GAS Bree SUE 
ye i aie AR a gear ae . a ate Se + Ree Sede A oe Te eee Les Benln WOES. LAPD 2 oe Mie A a bs aoa pee ce Sp aD 1. Sees oe te hy Pa ae + « of Ha Ras = 


14 


‘ADVERTISING AGE 


* January: 27; 1934 


Court Approves 
Advertising of 
New Studebaker 


South Bend, Ind., Jan. 24.—An ad- 
ditional appropriation of $100,000 for 
Studebaker’'s winter advertising cam- 
paign was authorized by the United 
States district court here last week. 
The petition for this further appro- 


priation followed immediately upon 
the return of the receivers for the 
Studebaker Corporation, Harold S. 
Vance, Paul G. Hoffman and A. G. 
Bean, from the automobile show in 
New York. 
To Increase Activity 
The appropriation is technically 


for the month of January, 1934, and 
reflects the intention of Studebaker 
to increase its advertising activity 
for the coming year. The court was 
asked to approve “all expenditures 
heretofore actually made; and au- 
thorize expenditure of $100,000, in 
addition to any sums charged to 
dealers on account of sales.” 

In November the court authorized 
advertising expenditures of $75,000. 
Not all of that fund has been spent, 
according to the petition; but the 
present order permits the use of all 
former grants remaining in the hands 


‘of the receivers for advertising pur- 
| poses. 


READY FOR NATIONAL FIRST AID WEEK 


Court Sees Benefits 

Particular attention is called in the 
|receiver’s petition to the activities 
and public interest centering about 
the 1934 shows in New York and 
Chicago, and the beneficial effects 
that Studebaker has received from its 
advertising expenditures. An exten- 
|sive advertising campaign is to be 
carried on, the petition states, in 
connection with the focusing of pub- 
‘lic attention upon the new models 
| that are being shown at the shows. 

The federal court order of Judge 
Thomas W. Slick states that “such 
advertising as has heretofore been 
done by said receivers has been 
highly beneficial to the receivership 
| estates.” 


Grant to Speak 

R. H. Grant, vice-president and 
general sales manager, General Mo- 
tors Corporation, will be the featured 
speaker before the Agate Club, Chi- 
cago, at the club’s meeting Wednes- 
day, Jan. 31. The meeting will be 
held at 12:15 at the Medinah Michi- 
gan Avenue Club. 


May Use Outdoor = 


The controversy in the Wisconsin 
senate with regard to outdoor adver- 
tising of liquor has been ended with 
|the killing of all bills restricting such 
‘advertising. 


Educator Appoints 


Educator Biscuit Company, Chi- 


cago, has appointed Blackett-Sample- 
Hummert, Chicago, to handle its ad- 
vertising. 


Oregonian . 79.14% Gain 
Third Paper 31.77% Gain 
Second Paper .003% Loss 


1933 Local Food Linage 


Follow the local FOOD advertiser 


1. READER RESPONSE 


The Oregonian delivers largest volume of 
food sales per advertising dollar because of 
its selective, Able-to-Buy circulation and its 


exceptional reader interest 


Through its home economics department, 
directed by nationally famous Jeannette 
Cramer, The Oregonian directly contacted 
170,055 housewives in 1933. Population con- 
sidered, this is an all-time national record. 


2. DOMINANT NEWS SUPPORT 


In addition to superior news coverage—more 
food news and recipes than any other Port- 


. . « who knows these facts! 


land newspaper—The Oregonian’s Cooking 
School brings the advertiser’s story before 
an average of 900 housewives weekly, in the 
Meier & Frank department store—largest 
department store west of the Mississippi. 


3. MERCHANDISING SERVICE 


An experienced, fully manned merchandising 
department aids Oregonian advertisers to do 
a thorough job on foods in Portland with The 
Oregonian alone. 


and response. 


Ask The Oregonian man in your territory 
how to profit from this swing of food linage 
to The Oregonian. 


¢ Oregonian 


PORTLAND, OREGON 


J. T. CROSSLEY, Advertising Director 


National Representatives, V ER REE 


& CONKLIN, Inc., New York, Chicago, Detroit, San Francisco 


National Color Representatives, ASSOCIATED NEWSPAPER COLOR, Inc. 
San Frarcisco, New York, Chicago, Detroit, Los Angeles 


O N E Oo F A M E R 


IC A’S GREAT NEWS PAPER S 


in connection with National First Aid Week, March |1-17. 
built around a drawing by Frederick Stanley. 


Bauer & Black, Chicago, are suggesting this window display for use 


It is 


Bauer & Black 
Cooperate with 
First Aid Week 


Chicago, Jan. 25.—Bauer & Black 
are planning an aggressive tie-in 
with National First Aid Week, March 
11-17. Among the promotion plans 
is a full page in color in the March 
10 issue of the Saturday Evening 
Post, which will apprise readers that 
there is a “special sale at your drug- 
gist’s.” 

This advertisement will say: 

“National First Aid Week is not a 
selfish effort to get you to buy mer- 
chandise. It is a cooperative effort 
on the part of your druggist and 
the first aid supply manufacturer (in 
this case Bauer & Black) to bring 
to your attention the various inex- 
pensive items of first aid equipment 
that should be in every home at all 
times.” 

Druggists cooperating with the 
Bauer & Black plan will be provided 
with special window display and 
counter display material. The center 
illustration for the window display 
is an amusing picture of a young 
man of only a few summers being 
swept off his feet by an ill wind 
which turned his umbrella inside 
out. The caption will bear the ser- 
ious warning, “Accidents will happen 
—don’t be without these home neces: 
sities.” 

Bauer & Black are also urging the 
trade to supplement the window dis- 
plays with mass displays of mer. 
chandise on counters and aisle tables 
and to cultivate personal selling ef- 
fort among their personnel. 

The advertising is handled by 
Needham, Louis & Brorby, Chicago 
agency. 


“He Could Take It” 
Will Be Reprinted 


“He Could Take It,” a brochure 
on Lincoln, written by Arno B. 
Reincke, president of Reincke-Ellis- 
Younggreen & Finn, Chicago agency. 
has proved so popular that another 
edition will be printed. 

Many large advertisers, including 
the Lincoln National Life Insurance 
Company, Fort Wayne, Ind., are plan. 
ning to distribute thousands _ of 
copies. 


Hurley Opens Office 


Walter J. Hurley, formerly with 
Ford Motor Company and General 
Motors, resigned Jan. 15 as advertis- 
ing manager of the Wilmer & Vin- 
cent theatrical enterprises, Allen- 
town, Pa., to organize an independent 
advertising and sales promotion firm 
with offices at 24 South Muhlenberg 
St. 


Start Scranton Agency 


William A. Schautz Advertising 
Agency has opened offices in the 


Chamber of Commerce Bldg., Scran- 
ton, Pa. Personnel includes William 
A. Schautz, Howard W. Long, Dale 
Woodward, and Mildred Hausser. Ac- 
counts are Williams Bakery, Lacka- 
wanna Motorist, and others. 


COAL SHOVELS — 
OIL-0-MATIC’S 
- GIFT TO HOMES 


Oil Burner Maker in Unique 
Sales Plan 


Chicago, Jan. 25.—Home owners of 
Chicago rubbed their eyes in amaze. 
ment last Saturday when they found 
in the feature section of the Chicago 
Evening American an offer of free 
coal shovels to all making the sim. 
ple request on a coupon provided for 
that purpose. 

The first impression that their 
eyes must be deceiving them was 
heightened by the fact that the donor 
of the free coal scoops was none other 
than Williams Oil-O-Matic Heating 
Corporation, of Bloomington, IIl., a 
leading exponent of automatic oil 
heating. 

The offer was a bona fide one, how. 
ever, and upward of 4,000 of the par- 
ticular class to whom the full-page, 
four-color advertisément was ad- 
dressed, returned the coupons, prop- 
erly filled in, and duly received their 
coal shovel. 

There were several points not coy- 
ered by the advertisement, but they 
did not detract from the proposition, 
from the viewpoint of the home 
owner. 

Reminder Copy 


The sturdy shovel so alluringly 
pictured in the copy turned out to 
be exactly as represented, except that 
its handle bore this legend: “Oil-0- 
Matic costs less—no_ shoveling.” 
Hence every time the master—or mis- 
tress—of the house grabs the old 
scoop on a zero night, he or she will 
automatically be reminded that the 
labor is one which could be banished 
by the simple expedient of utilizing 
Williams Oil-O-Matic heating. 

The shovels were delivered in per- 
son by emissaries from the Williams 
sales department. The gift gained 
them access to the homes for a scru- 
tiny of the heating requirements and 
the present plant and opened the 
way for a discussion of the whole 
situation with the owner. Where the 
latter evidenced sufficient interest, 
the salesman offered a free survey, 
including every detail. 

Many of these visits, it is indi- 
cated, will result in immediate. busi- 
ness. Other homes will have to be 
set down merely as interested pros: 
pects for the present. There are 
enough of the former, however, to 
label the test as successful, and to 
cause its extension to other cities. 

The advertising, placed by Roche, 
Williams & Cunnyngham, specified 
that free shovels would be given only 
to those who both own and live in 
their own homes, and heat with coal 

This stipulation gave Williams Oil- 
O-Matic a mailing list which could 
not be secured in any other way, and 
one which will be carefully cult: 
vated by the promotion department 
after the salesmen have reported. 


Tells Double Story 


In writing the advertisement, the 
agency copy writer was confronted 
with the problem of making the gif! 
seem worth while and at the same 
time extolling the merits of oi] heat 
Here is what he wrote: 

“If you had Oil-O-Matic time-proveé 
heat installed in your furnace 
boiler you wouldn’t have any use fo! 
this fine coal shovel—and you'd Dé 
saving money on your heating eve!) 
day—and your home would be a !* 
more comfortable to live in —ané 
you'd get a lot more enjoyment ol! 
of it. 

“As it is, Oil-O-Matic genuinely 
wants to make furnace-tending * 
easy for you as this troublesom 
chore can be made. So we're givilé 
you this high-grade coal shovel abs? 
lutely free—no ‘strings’ attached.” 


Weekly Moves 
Offices of the Cleveland Weekly 
have been moved to 715 Film > 
change Bldg., Cleveland. 
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A market isn't people . . . it's people WITH purses. 
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Circulation Men 
Choose 1934 Officers 


Karl F. Hall, circulation manager 
of the Boston Herald-Traveler, was 
elected president of the New England 
Association of Circulation Managers 
at their annual convention at the 
Hotel Statler, Boston. He succeeds 
Ray H. Beach, Springfield Republi- 
can. 

Harold H. Sloan, Worcester Post, 
was chosen vice-president, and Ed- 
ward Byron, Kennebec Journal, Au- 
gusta, Me., secretary and treasurer. 
The association plans to hold next 
year’s meeting in New York concur- 
rent with that of the International 
Association. 


Carnation Promotes Two 


The position of assistant sales 
manager, covering the entire Pacific 
coast, has been created by the Car- 
nation Company, western division, 
and will be filled by Clarence E. Paul- 
son, who has been advertising man- 
ager with offices in Seattle. A. J. 
Izzard, formerly president of the Iz- 
zard Advertising Agency, Seattle, be- 
comes western advertising manager. 


Orchard’s New Work 


Frank Orchard, who has been with 
Progressive Grocer, Delineator, Er- 
win, Wasey & Co., New York, and the 
Gardner Advertising Company, St. 
Louis, has joined Van Sant, Dugdale 
& Co., Baltimore, as account execu- 
tive. 


Newsstand Sales 
In Dry Areas Is 
Still a Problem 


New York, Jan. 24.—That the only 
final solution to the problem of sell- 
ing magazines at newsstands in the 

3 states which definitely prohibit 
this practice will rest with the 
courts, is the conclusion reached by 
George C. Lucas, executive secretary, 
National Publishers Association, in 
a further bulletin on this subject 
issued this week. 

“On Thursday of last week one of 
the large distributing organizations 
sent telegrams to the attorney gen- 
erals of these 13 states,” according to 
the N. P. A. bulletin, “indicating the 
predicament in which they were 
placed because of the discrimination 
in favor of mail distribution of maga- 
zines, explaining the full effect of the 
Clark amendment to the federal 
liquor tax bill (which eliminated the 
federal ban on the use of the mails 
in the distribution of matter con- 
taining liquor advertisements going 
into dry states), and asking for an 
opinion as to whether dealers would 
be prosecuted under the present laws 
of the individual states. 

“Most of the replies received to 


date indicate very definitely that the 
authorities consider it their duty to 
enforce the statutes as they now read. 


Will Abide by Law 


“The only exception was an an- 
swer from the attorney general of 
Virginia indicating that he would 
not prosecute. Regardless of this 
statement, however, we still feel that 
it would be inadvisable to include 
Virginia in the ‘open’ states, because 
the authorities in local communities 
might take action. 

“As the matter now stands, the 
clearing up of these 13 states must 
be left entirely to test cases, and our 
committee may soon decide on some 
method of bringing about such tests.” 


Larkins With Mears; 
Agency Appointed 

Arthur Larkins, formerly a sales 
executive of the Sherwin-Williams 
Company, Cleveland, vice-president 
and sales director of the Martin-Sen- 
our Company, Chicago, and assistant 
to the president of the Arco Com- 
pany, Cleveland, has been named 
sales manager of Steelcote Mfg. Com- 
pany, St. Louis. 

The Steelcote Company, maker of 
Steelcote rubber enamel, has ap- 
pointed Mortimer W. Mears, Inc., St. 
Louis, to handle its advertising. 
Newspapers, magazines and direct 
mail will be used. 


proved type. 


MENT. 


profitably at small expense. 


330 W. 42nd Street, New York 


Here’s aBillion Doll 
You Ought to Know! 


He's the hospital superintendent, whose responsibility for the 
organization and maintenance of service for the patients in his 
charge includes purchasing all of the food products, laundry sup- 
plies, linens, kitchen equipment, mechanical supplies and the 
thousands of other items required to run a hospital of the ap- 


The market is so big and compact that it can be cultivated 
Backed up with advertising in 
HOSPITAL MANAGEMENT, salesmen calling on the buyers of 
the leading institutions throughout America find an interested 
hearing for their story. 


HOSPITAL MANAGEMENT is the only hospital journal 
edited exclusively for administrators. Hence it has intense reader 
interest and minimum waste circulation. Its policy is to assist ad- 
vertisers in promoting worthy products suitable for use in hos- 
pitals—through bulletins, lists and personal counsel on how to ap- 
proach and develop the market. 


If you could use a few thousand good customers who buy in 
quantity, and whose needs are stable and constant, let us tell you 
more about the hospital market—and HOSPITAL MANAGE- 


Hospital Management 


The only hospital paper member of both A.B.P. and A.B.C. 
537 S. Dearborn Street, Chicago 


ar Buyer 


there are just these 


3 SIMPLE FACTS 


to remember in selecting 


Full page in Los Angeles newspa- 
per for Paul G. Hoffman Com- 
pany, local Studebaker distributor, 
which reproduces headlines from 
numerous other automotive adver- 
tisements. 


Visions Radio 
Voices Picked 
Like Type Face 


Philadelphia, Pa., Jan. 24.—Higher 
rates for radio advertising, a ten- 
dency to develop “class” stations, and 
an improved technique in program 
“layout” are probabilities in the im- 
mediate future, Dr. Herman S. Het- 
tinger, University of Pennsylvania, 
told the local chapter of the Ameri- 
can Marketing Society at its recent 
meeting. 

Dr. Hettinger, who is the author 
of “A Decade of Radio Advertising,” 
also visualizes more attention being 
given to the selection of the an- 
nouncer’s voice, with more emphasis 
on its sales quality and less on its 
“ahtistry.” 

It is not at all outside the realm 
of possibility that advertisers in the 
future will use different types of 
voices for different types of copy, in 
much the same manner as type faces 
are selected for their suitability for 
different types of messages, Dr. Het- 
tinger declared. 

Although admitting that present 
types of programs seem to appeal to 
public taste, inasmuch as they have 
changed little in the past three years, 
greater emphasis should be placed on 
fitting entertainment to the adver- 
tising message, he said. 


—_— —__ ———__ + 


Nuttall in New Post 


Harold Nuttall, formerly in the ad- 
vertising department of the New 
Bedford, Mass., Standard-Times, has 
joined the advertising department of 
the Yonkers, N. Y., Herald States- 
man, 


Names Burrill 


Richard J. Burrill, a member of the 
staff for over two years, has been 
appointed western manager of Radio 
€& Electric Appliance Journal, New 
York. His offices are at 612 N. Mich- 
igan Ave., Chicago. 


Young Is Re-Elected 


J. F. Young, business manager of 
the Spokesman Review, Spokane, 
Wash., was re-elected president of 
the Pacific Northwest Newspapers’ 
Association at the convention held at 
Portland, Ore. 


Mills With WHK 
reorge Mills, formerly advertising 
and sales promotion manager of the 
North American Coal Company, has 
joined station WHK, Cleveland, as 
sales and contact man. 


Welder Appoints 


Thomson-Gibb Electric Welding 
Company, Lynn, Mass., and Bay City, 
Mich., maker of production welding 
equipment, has appointed Walter B. 
Snow & Staff, Inc., Boston, to handle 
its advertising. 


Doe Agency Moves 


The Elmer Doe Agency, Louisville, 
has moved to a new suite of offices 


at 542 Starks Bldg. 


FEATURE EXTRAS 
IN NEW LEONARD 
SELLING DRIVE 


Reliability Now Taken for 
Granted, Is Belief 


Detroit, Mich., Jan. 25.—Convinced 
that national acceptance of electric 
refrigerators has reached the point 
where the public believes that al] 
electric refrigerators are mechanic- 
ally reliable and will make ice cubes 
and preserve food, Leonard Refrig- 
erator Company this year will exploit 
the extra services and conveniences 
offered in its 1934 models. 

The first national magazine adver- 
tisement on the company’s 1934 
schedule appeared in the Jan. 20 
issue of the Saturday Evening Post, 
describing the new Leonard as “the 
complete refrigerator,” and using a 
negative appeal and slashing Gothic 
headlines to register forcibly on the 
public consciousness the many exclu- 
sive features developed by the com- 
pany’s engineers. 

The Post full page is the first salvo 
of the largest advertising campaign 
in the company’s history, according 
to Sam C. Mitchell, advertising man- 
ager. Brooke, Smith & French, Inc., 
the company’s agency, is releasing 
“by far the largest newspaper, maga- 
zine and outdoor schedule ever used 
by this company,” Mr. Mitchell said. 


Does Mind Reading 


In addition to the Post, the com- 
pany’s magazine program includes 
Collier's, Woman's Home Companion 
and Good Housekeeping. Most of the 
magazine copy will run during the 
first six months of the year, the 
heavy buying season of the electric 
refrigeration industry. 

Following up the headline, ‘Read 
Your Own Mind,” in the initial ad- 
vertisement, accompanied by a pic- 
ture of a magician passing his hand 
before the face of a_ blindfolded 
housewife, copy proceeds to read the 
woman’s mind for her. News type 
photography vividly illustrates such 
negatives as: 

“T Don’t Want To Do A Juggling 
Act. 

“(You needn't, with the new Leon- 
ard. It has a serving tray to set 
dishes on, while you arrange the 
contents of your refrigerator.) 

“T Want To See Without A Flash- 
light. 

“(It’s never dark when you look in 
a Leonard. The electric light clicks 
on automatically—lights up every 
corner as you open the door.)” 


Other Plans Uncertain 


Copy of this type, supplemented by 
frequent reference to the studies 
that Leonard has been making of 
“the tastes and housekeeping needs 
of women for 53 years,” will feature 
the company’s advertising through- 
out the early stages of the campaign, 
at least. 

Definite details on the newspaper 
and outdoor phases of the campaigt 
have not yet been released. 

A sales and promotion drive, which 
matches the advertising program iD 
intensity, is being launched simul- 
taneously. Factory executives left 
Detroit this week to begin a series 
of 40 field meetings in key cities to 
carry the program to all distributing 
and dealer organizations. The meet 
ings are directed by Godfrey Stre 
linger, sales manager; Mr. Mitchell. 
advertising manager, and _ Ralph 
Ludington, assistant sales manager. 


Woodruff Promoted 


Jay S. Woodruff, of the national 
advertising department of the Nel 
York Times, has been placed i® 
charge of advertising in the papet’s 
Brooklyn section. He was formerly 
in charge of Westchester rotogravuré- 


Mower to Tuthill 


Tuthill Advertising Agency, Ne¥ 
York, has been appointed to handle 
advertising of Worthington Mowe! 


Company, Stroudsburg, Pa. 
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WHEN AMERICA COMES to MARKET... 


duplicating 


These ladies 
might just as well 
be bar charts. 
They are in ex- 
act ratio. 


your efforts on 
The Important 


10,506,991 9,087,420 7,224,091 10,182,151] 
20-to-29 Year 30-to-39 Year 40-to-49 Year Women 50 
Old Women Old Women Old Women Years Old 


Or Over 


WHAT THE AMERICAN MARKET OF ADULT WOMEN LOOKS LIKE 


Thirties to the 


exclusion of 
The Tellable, 


% The 10,506,991 20-to-29 
year old women in the 
United States represent 


28%, of all adult 


females. 


25%. of all married 
° females are 
20 to 29 years of age. 


The 9,087,420 30-to-39 
year old women in the 
United States represent 


25%, of all adult 


females. 


287 of ail married 
© females are 
30 to 39 years of age. 


The 7,224,091 40-to-49 
year old women in the 
United States represent 


of of all adult 
20%, females, 


22°/, of all married 


females are 
40 to 49 years of age. 


The 10,182,151 women 
of 50 and over in the 
United States represent 


27°, of all adult 


22° of all married 
© females are 
50 years old or over. 


Sellable 
Twenties*....? 


F YOU make a product for adult women, 28% 


All figures from 1930 U. S. Census *. WES 


have an average reader age in the thirties.) 


of your market consists of females between the 


ages of 20 and 29—the largest ten year group 


of adult women in the country. 


IF you are interested in married women 
only, these twenty-to-twenty-niners com- 
prise exactly one quarter of your market. 


YET you may be advertising almost 


exclusively in women’s publications whose readers 
are at an average age in the thirties. (All of ‘the 6 
leading women’s magazines” without exception 


BY all means, cover The Important Thirties—but not to 
the exclusion of The Tellable, Sellable 


Twenties, the younger generation of 


: = housewives. 
LUN EAE: "GAIN 


GET after these young, moldable minds 
which are now forming the household 
buying habits of a lifetime! Introduce 
them to your product. Tell them what it’s for, when 
and how to use it, where to buy it. It will be news 
to them ... as interesting as the other contents of 


Advertisers are reongyhising the importance 
of The Tellable, Sellable Twenties.” In the 
first quarter of 1934. MODERN MAGAZINES 
made a 40 percent gain in advertising 
lineage over the same period of 1933. 


MODERN MAGAZINES 


Modern Screen, Radio Stars and 


are bought each month by over 1,050,000 
| women at an average age of 26.9 years. J 


Modern Romances 


nance tne Youngee Housewife in MODERN pclae! ok sade now 
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18 
| designate some other place in which 
the papers are to be left. 


. 
New Mail Box 
Appearance of the announcement 
Rule Tro ubles | bes the local daily indicated that Mr. 


Farley’s order is creating much in- 

lowa Newspaper terest in circulation offices, especially 
Z lamong newspapers in smaller towns, 

; | whose rural route carriers have for 


Burlington, la. Jan, 25,—-Reper-| vears made a practice of placing the 
cussions to Postmaster General Far: | papers in the mail boxes. 
ley’s recent order banning every- It is believed here that the recent 


thing but mailed matter from mail|,yjing will hasten final solution, 
boxes developed here unexpectedly |tyrough the courts, of the question | 
when the Burlington Hawk-Eye Ga | 4. t) how much authority the Post | 
cette printed a box on its front page| Ofjice Department has over privately 
to announce “it will no longer be | pwned receptacles for mail. 

possible for carriers of the Daily 
Hawk-Eye Gazette to comply with the 
request of certain of their customers 
that this paper be Jeft in their mail Arthur Towell, Inc., Madison, Wis. 
boxes or baskets.” | advertising agency, has moved to 

The paper urged its subscribers to | 411-416 Insurance Bldg. 


Towell Company Moves 


es ae 


Qo © Game 0G Can, mn 


| | 


standpoint of the public administra- 
T WELL BILL tor, the layman and the advertising 
industry, respectively, were Charles 
S. Ascher, secretary of the Public Ad- 
DISCUSSED IN Slesinger, dean of the division of 
social science and professor of law 

‘y 
° ‘a. Ascher insisted that advertis- 
= ing has failed to regulate itself, and 
|ereasing public interest in the ques- ‘further control through the Tugwell 
| tion of federal regulation of adver-| bill, now succeeded by the Copeland 
| yesterday devoted its Sunday morn- | the bill covering the use of scientific 
ing half-hour round table conference. | committees through which to estab- 
by NBC. to a discussion of the Tug- | food, drugs and cosmetics industries 
well bill. | will safeguard manufacturers as well 


' ministration Clearing House; Donald 
of the university, and G. D. Crain, 
. publisher of ADVERTISING AGE. 

~ ° ea , 
Chicago, Jan. 22.—Indicating in-| that protection of the public demands 
|tising, the University of Chicago bill. He felt that the provisions of 
| broadcast over a chain of 22 stations|lish regulations for control of the 

participating, 


Those from the!as the public. He referred to the 
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McGRAW-HILL SUBSCRIPTION SALESMAN’S ROUTE MAP OF KANSAS 


ANSAS... has business and 


industrial buying power, too} 


SK the average man what they produce in- 


Kansas. 


He'll probably answer 


“wheat.” 


mail, and by a thoroughly-trained and super- 


vised field force covering all forty-eight States. 


But McGraw-Hill knows that Kansas has manu- 


facturing establishments and mining interests 


producing many million dollars’ worth a year. 


It has publi¢ uiilities, railroads and 
plants. 
trical appliance dealers. 

McGraw-Hill’s circulation efforts do not 
Kansas. 


weight. 


ters, would be failing to deliver full measure of 


coverage. 


reach the prospects your own salesmen seldom, 


if ever, see. 


McGraw-Hill circulation work is literally nation- 


wide. 


It has its fair share of radio and elee- 


To do so would be selling you short 


To concentrate only on industrial cen- 


The kind of coverage you need must 


It is sold by space advertising. by 


Observe the route map of Kansas above.  Fol- 
lowing these routes, prepared by the home office, 
McGraw-Hill’s 


months covering Kansas. 


power representative spends eleven 
He is supervised and 
checked to see that he does a thorough job. 


And after he’s covered these routes. he starts 


ignore 
out all over again to check personnel changes, 
and to see that subscribers use their publica- 
lions to best advantage: i. e.. to keep the cireu- 


lation alive. 


How do we do it... and make it pay? The 
secret is that MeGraw-Hill’s circulation cost is 
borne not by one paper, but jointly by its entire 


direct group of publications, 


McGRAW-HILL PUBLISHING COMPANY, Inc. 


330 West 42nd Street, New York, N. Y. 


American Machinist 
Aviation 
Bus ‘Transportation 
Business Week 
Coal Age 
Chemical & Metallurgical Engineering 


Construction Methods 
Electrical Merchandising 
Electrical West 


Engineering and Mining Journal 
(Domestic and Export Edition) 
Engineering News-Record 
Factory Management and 
Maintenance 
Food Industries 


Power 
Product Engineering 
Radio Retailing 
Textile World 
Transit Journal 


Electrical World 
Electronics 


Metal and Mineral Markets 


famous Tugwell chamber of horrors 
as evidence that the law of 1906 jg 
inadequate today. 


Looks for Self-Regulation 


Mr. Crain conceded that the Cope. 
land bill is far more nearly accept. 
able to advertising than the Tugwe}| 
bill but expressed the hope that self. 
regulation of advertising, which jg 
made possible through the bill at the 
discretion of the Secretary of Agyj. 
cuture, would be put into practica) 
operation. He cited the many meth. 
ods now being used to prevent the 
publication of objectionable or fraud. 
ulent advertising, such as the better 
business bureaus, and asserted that 
efforts to create the impression that 
advertising is “running wild” are 
wide of the mark. The desirability 
of minimum regulation by the goy. 
ernment and maximum regulation by 
the industry itself he supported with 
examples of bureaucratic contro] 
under present laws which have 
worked injustices upon legitimate 
business in many instances. 

Prof. Slesinger, who acts as the 
leader of the conference, summarized 
the discussion by taking the position 
that the public needs protection from 
advertising which may mislead 
through misrepresentation of prod. 
ucts or their application, and sug. 
gested that advertisers should at 
least be willing to give the proposed 
methods a trial before objecting too 
strenuously. 

The stations which 
broadcast included: 
WDAF, Kansas City; WEAF, New 
York; WEEI, Boston; WFBR, Balti- 
more; WGY, Schenectady, N. Y,; 
WOC-WHO, Des Moines; W4JAR, 
Providence, R. I.; WMAQ, Chicago: 
WOW, Omaha; WRC, Washington 
WSAI, Cincinnati; WTAG, Worces- 
ter, Mass.; WTAM, Cleveland. 


Has Several Programs 


carried — the 


The University of Chicago broad- 
casts from its own remote-control 
studio on the Midway, which is 
equipped with several special devices 
for this type of broadcast, including 
a suspended microphone, a_ special 
system of lights indicating time 
limits, etc. 

Its radio activities, 
charge of Allen Miller, 
have been carried on for four years 
as institutional advertising, in addi 
tion to providing public — service 
which it has been found is appreci- 
ated. 

Besides the half-hour Sunday morn 
ing broadcasts over the NBC chail 
the university also presents to listen 
ers through Station KYW, Chicagi 
a series of 15-minute talks at 
o'clock Monday evenings on “In 
terpreting Business Events.” Dea! 
Spencer, of the school of business, is 
also broadcasting a series on “Trade 
Associations and the New Deal. 
Copies of his talks are available i 
printed form and may be obtained 
from Mr. Miller on request. 


which are in 


Campbell Company, 


Representative, F ormed 


The Raymond Campbell Compa?) 
has been formed in New York wit! 
offices at 41 E. 42nd St., to represel! 
publishers in the eastern territor) 
Raymond Campbell was_ former! 
with several agencies and_ publica 
tions, including Calkins & Holde! 
N. W. Ayer, New York Times, a 
American Magazine. 

The new organization is now rel 
resenting Wines and Liquors. 


Miner Has Class in 
Foreign Advertising 


Henry C. Miner, Jr., copy chief 
the Chas. Dallas Reach Agency, Ne" 
ark, N. J., will conduct a course 
“Advertising in Other Countries,” “ 
the New York University School © 
Commerce. The course will run fre! 
Feb. 12 to June. 

Mr. Miner formerly managed 
J. Walter Thompson offices in Berlit 
and Alexandria, Egypt. 


Revive Cantine Awards 


A new series of the Canvl 
Awards for highest skill in the Pre? 
aration and production of print 
matter will soon be started by M# 
tin Cantine Company. Judges wil 
be Earnest Elmo Calkins, Byron Mus 
ser, John Clyde Oswald, Fr -ederick © 
Kendall, editor, Advertising « sell 
ing, and C. B. Larrabee, edit” 
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PUBLIC. OFFERED 
PESULTS OF G.M. 
DRIVERS’ SURVEY 


ayoklet Tells What 200,000 
Motorists Want 


Detroit, Mich., Jan. 25.—The cus- 
tomer research staff of General Mo- 
rors Corporation this week used a 
magazine list to reprint specimen 
pages from “The Automobile Buyer's 


Full page used by General Motors 
in magazines this week to mer- 
chandise its motorists’ guide. 


Guide,” a new 80-page booklet con- 
iaining answers obtained through the 
staff's recent circularization of the 
questionnaire, “The Proving Ground 
of Public Opinion,” the magazine ad- 
yertisement including a coupon to 
enable the reader to write for the 
new booklet. 


Dependability ranks at the top of 
the ten qualities which representa- 
tive Americans desire most in their 
motor ears, the survey showed. Anal- 
ysis of the more than 200,000 replies 
to the questionnaire, which was sent 
to over a million and a half persons, 
revealed that characteristics are pre- 
ferred in the following order: 

Dependability, operating economy, 
safety, appearance, comfort, ease of 
control, smoothness, low list price, 
pick-up and speed. 


May Give Complete Details 


According to General Motors, thou- 
sands of persons went beyond the 
\uestions asked in the questionnaire 
nd wrote letters ranging from one 
lo twenty pages setting forth exactly 
vhat they think is the matter with 
their old automobiles and what they 
would like, in detail, in their new 
hes, 

“Many of the points brought out in 
lv surveys,” the staff said, “do not 
‘ven appear in the typical automobile 
atalogue or table of specifications, 
hor are they readily observed in the 
sual demonstration. 

“Perhaps the best way to express 
‘e general idea is to paraphrase the 
mment of one motorist who de- 
‘“ared that: ‘The-»mental ease of the 
‘iver is the most desirable feature 
‘Mat can be built into a car.’ 

“Or, as a woman driver expressed 
"The modern car is really a kind 
‘servant and perhaps there is no 
“ler way to sum up what I expect 
‘Om my ear than to consider what 
he expects from a servant. We ex- 
“lL @ servant to be dependable, effi- 
"tt, amiable, ready to go at our 
\dding ready to adapt himself to 
Wishes, ready to serve us will- 
ly, pleasantly—and without back 


AK, 


Wants Companionable Car 


Ur, as still another user wrote 


that above all else he desired: ‘a 
Panionable sort of car to which 
Yould feel a growing attachment 
" satisfaction throughout a long 
“Nod of usage.’ ” 


Some glimpses into the detailed | 


“trences are indicated by the fol- 


| 


lowing “‘wants” included in some of S recommendations here Feb. 1, it is D id S B d Di 
eek to Boost : avid S. Boyd Dies 


the returned questionnaires: announced. 
. - ‘ a. Gare | David S. Boyd, who has been with ae 
Ask Detailed Improvements News rint Price |Curtis Publishing Company, Butter- 
’ . Oe ~ a a * et ae 
iitenciiitiie-deake: we Minite P Auburn’s New Line ick Company, Futura Publications, 


F " and for the past year, True Story 
easy to housekeep; arm rest for The Auburn Automobile Company | Magazine, died Jan. 22 in Orange, 


driver; horns less insolent; screen Washington, D. C., Jan. 25.—The| will introduce a new line of cars this | N. J. 
the ventilators—don’t want bees as|Code authority of the newsprint in-|year under a new name, E. L. Cord, | _ 
passengers; large rear window, door | dustry has asked NRA to let it raise chairmen, told * aeneneere meet, | Sign Company Starts x 
handles and window cranks that |its proposed fixed prices of $41 a ton |!"8 this week. This is the first of- : ‘ os . i: 
peer: tees Sayre . | plus freight allowances, to meet de ficial confirmation of the introduction The Action Sign ¢ ompany otf Amer- ey 
wont jam one’s arm or catch =I tal at ‘ \of a new Auburn line, as reported in ica, 1428 W. Henry St., Indianapolis, 

driver’s sleeve; better floor covering; | Preciation of the dollar. | ADVERTISING AGE several weeks ago.| maker of signs and advertising de- 


rattle proof doors; economy at Such “adjustments” would cover | — ——- | vices, will be opened shortly by Wil 
higher speeds; good liftin jack; |both Canadian and United States . ‘liam B. Ansted, Jr. 

. : wit | — | Lamb With Reps oder + 
splashless fenders; larger’ tires; |made newsprint. wos as ' 
iat Eas 4 Mice : - : t Se ee : aul A. zamb, former Chicago 
fewer keys; better dash lights; | The code authority also submitted ai: date vena Seal Wolff Adds Two 
larger gas tank; make cars easier to |a price agreement between the Cana- | “ , F : “— 


‘ , : oe . . |joined the Chicago office of Free &| Clarence A. Fuermann, photogra- 
keep clean; free from shimmy; safety |dian and American newsprint asso- |)... ; : sameih ; 
I 79 Ces eal I ts |Sleininger, Inc., succeeding H. Pres-| pher, and William A. Yardley, repre- 


glass that will not discolor; built in | ciations. ae - we pia, | tom Peters, who has been made vice-| sentative, have joined the staff of 
trunk; adjustable sun visors; and | Deputy Administrator W. W. Pick: | president in charge of the newly es-| Raphael G. Wolff, Inc., Chicago pho- 
large steering wheels. ‘ard will conduct a hearing on the !tablished New York office. tographer. 


Che Conrier-Zonrwual, 
THE LOUISVILLE TIMES. 


Major Market Newspapers, Ine. -i- Audit Bureau of Circulations 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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Hudson Promoted 


Following the death of Frank P. 
Glass, publisher of the Montgomery, 
Ala., Advertiser, Richard Furman 
Hudson, general manager, has been 
made president of the Advertiser 
Company and publisher of the paper. 
Grover C. Hall remains as editor-in- 
chief. 


Bohen Is Director 
Fred Bohen, president, Meredith 
Publishing Company, Des Moines, 
has been appointed to the board of 
directors of the Central Life Assur- 
ance Society, Des Moines. 


C. C. Weed with WBNX 


Cornelius C. Weed, formerly of the 
radio and publicity department of 
Lord & Thomas, has joined the sales 
force of Station WBNX, New York. 


| Cairo, 


Numerous Tests 
For New Remedy 


Precede Drive 


St. Louis, Mo., Jan. 25.—Five dif- 
ferent agencies are conducting test 
newspaper campaigns in five cities, 
while in eight other communities 
three types of radio tests are being 
used for Grove’s Emulsified Nose 
Drops, new product of Paris Medi- 
cine Company. The use of eight 
different test appeals for a single 
product is believed to set a new 
high in copy testing. 

Newspapers are being used in 
Ill.; Grand Rapids, Mich.; 


Pittsburgh, Pa.; Kansas City, Mo.; 
and in St. Louis. 

The most important radio pro- 
gram is heard over WGN in Chicago. 
This program began Jan. 1 and will 
continue with a 15-minute weekly 
program for 13 weeks. The special 
types of programs are being broad- 
cast in Detroit, Toledo, and Wheel- 
ing, W. Va., while spot announce 
ments are being used in Syracuse, 
N. Y., Indianapolis, New Orleans, 
and San Antonio. Out of this maze 
of tests will eventually develop a 
newspaper and radio campaign of 
national proportions. 


Seeks Quick Results 


R. D. Cottam, Paris advertising 
manager, told ADVERTISING AGE today 
that the various tests are being con- 


ducted in territories where sales by 
wholesale houses may be expected 
to indicate the earliest results. 


The ability of the new nose drops 
to withstand water is the feature of 
the new remedy which is being 
played up in the advertising, copy 
pointing out that emulsified nose 
drops will stay on the job despite 
the presence of watery secretions 
in the nose which might wash other 
drops away. 


Roberts Talks to Club 


Richard E. Roberts, editor of the 
Louisville Herald-Post, told the Louis- 
ville Advertising Club meeting at the 
Seelbach Hotel Monday that adver- 
tisers could improve their copy by 
consulting with editors. 


other daily newspaper, which is 
perhaps the reason for its twenty- 
sixth consecutive year of lineage 
leadership in Retail, General, 
Automotive and Total Display 
... and for its twenty-six years of 
leadership in Total Advertising. 


You need only the Times-Star in 


INCINNATIANS ana 


their near-city neighbors buy thou- 
sands more Times-Stars than any 


Cincinnati. 


CINCINNATI TIMES-STAR 


Western Representative: 


KELLOGG M. PATTERSON 


333 N. Michigan Ave. 


Chicago 


Eastern Representative: 


MARSH 
60 East 42nd Street 


° MARTIN L. 


New York 


PLAN NO CHANGE 
IN POSTAL RATE 


Washington, D. C., Jan. 24.—Hopes 
of advertisers and business men 
that the recent cut in the first class 
postal rate for local mail matter 
would be followed by a similar cut 
for all first class mail were destroyed 
here today when the house appro- 
priations committee revealed that 
the Post Office Department is op. 
posed to a cut in rates. 

According to figures supplied to 
the appropriations committee by the 
Post Office Department, reduction ip 
the local first class rate to two cents 
cost the department $17,000,000, and 
a reduction in the intercity rate 
would result in a loss of some 
$60,000,000 more during the coming 
fiscal year. 

“We were hoping that the two- 
cent city rate would result in step 
ping up of the volume, but the re. 
ports we have received indicate that 
this is not the case,” Senator O’Ma- 
honey, testifying before the house 
appropriations committee in his for 
mer role of assistant postmaster 
general, declared. 


Revenue Tends Downward 


“The truth of the matter is that 
the Post Office Department may have 
lost business which it will be difficult 
to get back, by reason of the general 


the policy of some of the larger com- 
panies delivering their own mail,” 
he said. 

“The radio interferes a good deal 


conditions, as well as by reason of 7 


with mail advertising. Concerns 
make appropriations for advertising 
over the radio, and do not use the 
mail to the same extent as formerly. 
The telephone, the automobile anid 
good roads—all of these things com 
bine at least to impede the revenue.” 


Washington, D. C., Jan. 25.—Witb 
the dual purpose of making licking 
a postage stamp a pleasure and o! 
benefiting the sweet potato industry 
of this country, the United States 
bureau of chemistry and soils has: 
perfected a new type of gum fo 
stamps. 

Heretofore, 700,000 pounds cf for 
eign dextrine has been bought an 
nually by the bureau of engraving} 
and printing to make stamps adher 
to the envelopes they adorn. Ths 
use of a foreign product on Ameri | 
can stamps is said to have preyed 
on the minds of the powers here, 
with the result that experts of tlie 
bureau of chemistry were instructed 
to do something about it. 

The bureau has gone on record 4 
favoring sweet potatoes of the bigge! 


parts of the south have been use 
chiefly for feeding animals. After 
they have been put through the 
proper chemical process, they wi! 
make life gayer for those destined t0 | 
attach stamps to envelopes or po: 
cards. The sweet potato flavor rt 
mains on the gun, it is said. 


John J. Jasper 


Joins Brown-F ormat 


John J. Jasper, Louisville. he 
been appointed advertising manag 
of the Brown-Forman Distillery om 
pany, Louisville. 

Mr. Jasper resigned as managill! 
editor of the Insurance Field, Louw! 
ville, Dee. 30. 


eet oad eae iy 


Improve Flavor | 


and better variety, which in some 


Joins Gardner Agency 


J. Seaton Huff, formerly advert" 
ing manager of the Southern !! 
diana Ice & Beverage Company, ** 
Albany, Ind., has joined Gardner 4! 
vertising Company, Louisville, as “° 
count executive. 


Publish Last of Series 


The fourth and final 


; 
section “ 
Market and Newspaper 


Statisuc 


Volume II has just been publishe 
The series is compiled under the © 
rection of the committee on ne™ 
papers of the American Associall 


of Advertising Agencies, New Y 
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ADVERTISING AGE 


NEW IDEA PUTS 
PRO KER OVER 
AS HAIR TONIC 


Fffort Is Concentrated in 
Individual Markets 


New York, Jan. 25.—Presentation 
of challenging thoughts about the 
care of the hair and cause of hair 
troubles and baldness during the past 
several months has developed a 
highly satisfactory distribution for 
Charles Nessler’s Pro Ker hair dres- 
sing, made by the Pro Ker Labora- 
tories, and advertised in the New 
York and Boston areas. 

In view of the success of the first 
campaign, started last fall, the firm 
plans to enter another major market 
during 1934. Its program is to con- 
centrate on one major market at a 
time, building it up intensively be- 
fore turning elsewhere for additionai 
sales. The advertising is handled by 
the Biow Company, Inc. 

After some éxperimentation in size 
of space to use, it is now running in- 
sertions of about 200 lines. At the 
start last fall, 450-line copy was tried, 
then 200 lines and finally small 
pieces of about 50 lines. The in- 
between size was found to be most 
efficient for this campaign. 


Relatively New Product 


Pro Ker is a relatively new prod- 
uct. The success of the advertising 
is indicated by the fact that the prod- 
uct is now on sale in nearly all drug 
and department stores in its two 
sales territories. Its retail price is 
$1 for an eight-ounce bottle. 

The firm started its introductory 
work in New England about a year 
ago. Radio was employed the first 
few months and then abandoned in 
favor of newspapers. Boston was a 
hard market to open, but officials say 
the introductory efforts brought good 
results. The next step was to spread 
into New York, New Jersey and Con- 
necticut. 

As sales grew, the schedule of 
newspapers was expanded and num- 
ber of insertions increased. At pres- 
ent, the metropolitan papers used in 
the New York area include the New 
York News, Mirror, Times, World 
Telegram and Journal. 

No advertising was run until the 
product had been thoroughly tested. 
Mr. Nessler, whose research and de- 
velopment work in connection with 
the hair and sealp date back beyond 
1806 when he introduced the perm- 
wave, experimented with the 
Pro Ker series from 1923 to 1932. 
Before putting the finished product 
on the general market, it had been 


* thoroughly tested on 30,000 persons. 


Unusual Idea 


Considered by some of his con- 
temporaries as a radical in hair and 
scalp matters, Mr. Nessler advertises 
that “baldness is not due to falling 
hair’ This point in his advertising 


's elaborated by adding the statement 
that nature does not complete its 
‘yele until it replaces the fallen hair, 
and Pro Ker was developed to assist 
In this work, 

Another point constantly stressed 


's that Pro Ker contains no alcohol, 
Whi h is said to be common to other 
hair (ressings. Pro Ker advertising 
presents the argument that alcohol 
= ( to the sealp is like a cocktail 
‘' Produces a tingle that has no 

permanently beneficial effects. 
Piggy the Preparation of the copy 
See P. tee many scientific tabula- 
wend : » and methods which the 
ideas over a period of years de- 
"ip hes enable better understand- 
alp and hair troubles. Lab- 
equipment includes appar- 
"utes we tensile strength of 
all of wa oe diameters, etc., 
tine eiany h indicate ways of bring- 
deficiency improvement in cases of 

) - 

a ego newspaper copy is bol- 
sler’« eee ee mention of Nes- 
authoren; ' achievements and_ his 
‘'~) of a book, “Story of Hair,” 


Oratory 
atus for 


which is widely used as an authorita- 
tive text. 

One of the greatest sales obstacles 
that confronted the advertiser was 
the fact that practically all other 
products previously sold as_ treat- 
ments against baldness and secon- 
dary conditions of dryness, dandruff, 
oiliness and itching scalp, were clear 
or nearly-clear liquids. Pro Ker is 
milky. 

The initial advertising played up 
the reason for this and resulted in 
making its milkiness a desirable 
quality as well as a distinguishing 
feature, officials state. 


Appoints J. M. Mathes 


General Plastics, Inc., North Ton- 
awanda, N. Y., has appointed J. M. 
Mathes, Inc., New York. 


Institutional 
Copy Now Used 
By Drag Chain 


Chicago, Jan. 25.—Some of the hu- 
man interest phases of drug store 
operation which take place behind 
the scenes are being related by the 
Walgreen Company, chain store or- 
ganization, in a series of institu 
tional advertisements, the first in its 
history. The new campaign is con- 
fined to Chicago and Milwaukee, 
where the majority of the company’s 
stores are located. 

Most of the copy used thus far 
has discussed the high standards 


prevailing in pharmaceutical depart- 
ments of the company’s stores. One 
piece of copy asserted that $50,000 
worth of drugs were destroyed in 
1933 because they no longer met 
Walgreen requirements because of 
age or some other reason. 

Charles R. Walgreen, president of 
the chain, is said to have manifested 
considerable interest in plans for the 
new campaign. Though tremendous 
buying power and other factors 
have made it possible for the com- 
pany to sell at prices well below the 
average, the founder, it is said, has 
long believed that advertising could 
do something besides stress the un- 
usual prices at which drugs and 
merchandise were offered. 

Thus the present campaign is in 
part Mr. Walgreen’s own brain child. 


J. K. Rich, vice-president of Black- 
ett-Sample-Hummert, Inc., Chicago 
agency, is directing preparation of 
the copy. 


Addresses Club 


Arthur Brayton, editor, Merchants 
Trade Journal and secretary of the 
Advertising Federation of America, 
told the Des Moines Advertising 
Club Jan. 23 that advertising needs 
more personality and showmanship. 


Bryn Is Art Director 


Oscar M. Bryn, for thirteen years 
vice-president of Erwin, Wasey & 
Co., has joined the staff of Henri, 
Hurst & McDonald, Chicago, as art 
direetor. Mr. Bryn and Charles F. 
Kuoni, present art director, will col- 
laborate. 


product. 


F YOU have a product or a service 
to sell to Canadians you should know 
all about Maclean’s. 

to you. It offers you the most effective 
and economical single method for pro 
moting the sale of a nationally distributed 


It is important 


The effectiveness of Maclean’s as an 
advertising medium lies in the influence 


“Maclean’s has always 
appealed to me” 


“Maclean’s Magazine has always appealed to me as a 
publication of very high quality. It is bright—snappy— 
intelligent and truly Canadian. Our opinion of the impor- 
tance of Maclean’s in Canadian life is measured by the very 
large use we make of it in advertising our products.” 
JOHN D. MANSFIELD 


President 


Chrysler Corporation of Canada, Limited 


which it exerts upon the Canadian pub- 
lic. Over a period of years Maclean's 
has become established as Canada’s nat- 
ional magazine. Its growth has been 
steady and lasting, because it has been 
accomplished by giving Canadians a good 
magazine—a magazine they like and re- 
spect — a magazine they recognize as 


distinctively their own. 


Maclean’s—Canada’s National Magazine—Head Office, 481 University Avenue, Toronto 
Branches: Montreal, Chicago, New York 
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ADVERTISING ‘AGE 


January 27, 1934 


With Bromiley-Ross 
Colver Gordon, Jan. 20 exec 
utive vice-president 
Outdoor Advertising Agency of Amer- 
ica, Inc., has resigned from that posi- 
tion to become vice-president of 
Bromiley-Ross, New York. 


until 


Van Ripers Join Agency 

Edward Van Riper has joined the 
research department of Sidener, Van 
Riper & Kealing, Indianapolis adver 
tising agency, and Guernsey Van 
Riper, Jr., has been added.to the copy 
department. 


Death Takes W. L. Busby 


William L. Busby, president of the 
Busby Poster Advertising Company, | 
Quincy, Ill, died in Cape Girardeau, 
Mo., Jan. 24. He was 67 years old. 


and director of | 


‘ago in 
‘advertisement, 


‘Fisher Body 


Girl Serves 
For Hair Net 


New York, Jan. 26.—-One of the 
most unusual instances of the adapta- 
tion of an illustration from the ad- 
vertising of one product for that of 
a totally different product appears in 
the March issue of Tower Magazines 
which will be on sale Feb. 1. 

This contains a color page 
for Lorraine hair nets in which the 


issue 


/dulk of the space is devoted to the | 


effective illustration ef a beautiful 
}woman which appeared some months 
a Fisher Body Corporation | 
and which was sub-' 


has Fisher 


sequently picked by the Fisher ad-| kind breezes, for her car 
vertising manager as his favorite | no-draft ventilation. 
1933 advertisement. “Within the car, Fisher no-draft 
A clever tie-up between the Fisher | yentilation does provide a safeguard 
advertisement and Lorraine is|for ynruffled coiffures but, in 
achieved with a headline over the| walking from the car to the theater, 
striking illustration which  said,|or perhaps in the animation of the 
“This might have been written about | dance, a Lorraine hair net is a neces- 
Lorraine hair nets.” \sity to keep waves beautifully in 
Two Tied Together /place with the sculptured coiffure 
which fashion demands.” 
The brief text 


“Recently the Fisher 
‘poration ran a beautiful advertise- 
jment which carried the illustration | 
shown above and the headline, ‘Not a 
hair out of place.’ 

“The Fisher Body advertisement | 
‘This serenely confident young 


reads: 


Body Cor 


F ainlight to Hanovia 


Leslie A. Fainlight, formerly a 
| partner in the firm of Fainlight- 
Baldwin, Inec., advertising agency, 
| eabilis has been made advertising manager 
said: \of Hanovia Chemical & Mfg. Com- 
— has just stepped from her car. | pany, Newark, N. J., maker of thera- 
She has no fear that her hair was peutic lamps. He replaces A. L. 
‘tousled or her gown ruffled by un- ' Hopper, resigned. 


Why 


with 4.B.C. records 


You would not issue 
Standard Rate & Data. 


Why then accept a linage 
it with the 
National 


another and by 
ages” 
unrecognizable. 


using 


a contract without checking 


Advertisers—Publishers—Agencies 
Joinily Support These Recognized Authorities 
A. B.C. 


N. A. 


Them and 


Not Use 


You would not accept circulation figures which do not check 


rates in 


comparison without first checking 
figures shown in a recognized checking service— 
Advertising Records. 


It is possible by juggling accounts from one classification to 
“publisher’s measurements”’ 
to so distort a comparative linage picture as to make it 


and “‘aver- 


R. 


Get 


S. R. & D. 


Your Money’s Worth 


Comparisons on the basis of “Cost of Space” are misleading 
and should not be accepted where there is a substantial dit- 
ference in the rates of the publications compared. Total 
linage used is a fairer basis of comparison. 
INSIST ON GETTING ALL THE FACTS. 

When a representative submits a comparative analysis on 
circulation, rates or linage, check it against these recognized 
and authentic sources of information—see that it shows all 
of the picture and not just a part of it. 


Special Reports like this are obtainable on any classification 
or group of classifications. 


Lasccesinaieioe 


showing total linage 


Nashville, 


‘= 
~ 
COMP.2ISON OF AUTOMOTIVE AND TRACTOR ACCOUNTS CARRIED DURING 1' BY 
AGRICULTURIST AND EDITIONS PROGRESSIVE F. 
Also, showing accounts in above classification carried by Pro- 
gressive Farmer in one or more editions but not in all editions 
PROG. FARMER 
SOUTHERN PROG. FARMER One (1) or 
AGRICULTURIST All Editions More Editions 
NES INES LINES 
CLASS 1-AUTOMOTIVE INDUSTRY 
A-Passenger Cars & Trucks 
Buick 1,1,00 1,456 
Chevrolet 1,),00 1,156 rT) 
Dodge Car eee 728 B 
Dodge Truck 900 eee 0 
General Motors Corp. 168 168 4 
InteHarvester Truck 602 602 ce 
Oldsmobile 1,00 1,456 2 
*Plymouth eee 2,912 m 
Pontiac 700 728 u 
Total —— 6,570 94506 g 
B-Tires & Tubes 4 
irestone 1,100 1,456 os 
*Goodrich 1,750 eee a 
Goodyear 2,800 2,912 Qo | 
Nat'l.Tire Stores et na 2,250 Texas Ed. z 
Total 52950 1,368 z 
C-Accessories m 
*Champion Spark Plug 3,02) eee 
*Fisher Body 2,275 ia = | 
Plastic Rubber Co. 139 15 < } 
*Willard Battery 1,100 eee m | 
Total 6,838 ~~ 15h a 
CLASS 12=LUBRICANTS, PETROLEUM PRODUCTS AND FUEL rT) 
Ethyl Gasoline 1,050 1,092 Zz 
Nat'l.Carbide Sales 126 h2 Car.-Va.Ede ray 
*Sinclair Oil 1,800 eee 1,800 Ga.-Ala.Ed. x 
*Socony-Vacuum Oil ooo 1,800 Car.-Vae m | 
Standard Oil of NeJe eee eee 2,184 Misse Ede i@) 
Standard Oil of Kye eee eee 36h, Ga.-Ala.Ede 9 
Total 2,976 2,934 0 
CLASS 13*MACHINERY, FARM EQUIPMENT & 
MECHANICAL SUPPLIES $ 
E-Tractors & Equipment , 
*American Farm Machine eee 27 
Je Ie Case Co. 350 él, 
*Caterpillar Tractor Coo eee 1,092 Car.-Va.Ed. 
Deere & Coe 399 399 Ga.-Ala.Ed. 
InteHarvester Tractor 1,050 1,050 Ky Tem .Ede 
*Pioneer Mfg. Co. ove 28 
*Valsh Tractor ose 20 
Total 1,841 1,988 
GRAND TOTAL 24,175 18,950 
*Exclusive Accounts 
Figures from National Advertising Records. 
- 80. AGRICULTURIST Leads PROG. FARMER in above classifications by 5,225 Linese 
SO. AGRICULTURIST has 6 exclusive accounts totaling --- === 10,291 Lines. 
PROG. FARMER has 5 _ Serer Lines. 


If National Advertising Records is not available to you, write us and we will gladly send you copy of the Annual Summary 
carried during 1933 in each of the 


SOUTHERN AGRICULTURIST 


23 M: 


Tenn. 


ajor Classifications and the varicus sub-divisions thereof. 


RIDDLE & YOUNG COMPANY 


Representatives. 


ee 


RETURNS TO AGENCY 


C. P. Clark, who will resign as vice- 
president of General Shoe Corpo- 
ration Feb. | to resume active 
direction of C. P. Clark, Inc., Nash- 
ville agency. Advertising of Gen- 
eral Shoe, Jarman Shoe Company, 
Richland Shoe Company, Belle- 
meade Shoe Company and David- 
son Shoe Company will continue to 
be hendled ill the agency. 


Misting? s Hee 
New President 
After 47 Years 


Torento, Ont., Jan. 25.—Lieut.-Col. 
John Bayne Maclean, for 47 years 
president of Maclean Publishing Com- 
pany, Ltd., said to be the largest pub- 
lishing house of its kind in the Brit- 
ish Empire, has relinquished that 
title to become chairman of the 
board of the organization. 

Horace T. Hunter, formerly vice- 
president, succeeds Col. Maclean as 
president, and H. Victor Tyrrell, for- 
merly general manager, has been pro- 
moted to vice-president. Both Mr. 
Hunter and Mr. Tyrrell have been 
members of the Maclean organiza- 
tion for long periods, the forme: 
joining in an editorial capacity 351 
years ago, and the latter starting in 
the mechanical department 37 years. 

The Maclean Publishing Company 
prints a large number of business pa- 
pers, as well as several general pub- 
lications, among which are Maclean's, 
Chatelaine, and the Financial Post. 


Goodman Heads 


~ New Sales Unit 


Of Distributors 


24.—Ralph Goodman. 
of Big 4 Advertising 
Carriers, Chicago, was elected the 
first president of Advertising Dis- 
tributors, Inc., a new national sales 
organization for the Advertising Dis- 
tributors of America, at a meeting 
here last week of the executive con 
mittee which has represented the 
group since its organization a yea! 
ago. 

Other officers elected were Roy 
Ziegentuss, Triple A Advertising 
Carriers, St. Louis, vice-president: 
John D. Barry, House of Hubbell, 
Cleveland, secretary; Walter Bu 
ridge, Molton Company, Cleveland, 
treasurer, 

Directors, in addition to Messrs. 
Goodman and Ziegenfuss, are A. H. 
Johansen, Peck Distributing Corpora 
tion, New York; George Ueber, Uebe! 
& Sons, Milwaukee; and Merle Spat’ 
dau, Publicity Distributing Company: 
Pittsburgh. 

The sales organization is designed 
to sell the service of member con 
panies of the Advertising Distribu 
tors of America in the national field. 


Chicago, Jan. 
vice-president 


Gould Names B. B. D. & O: 


Gould Storage Battery Corporatio” 
De Pew, N. Y., has appointed Battel: 
Barton, Durstine & Osborn, Inc.. Ne* 
York. The company’s advertising 
was formerly placed direct. 
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SECRET REBATES 
SORE SPOT, NRA 
ODES INDICATE 


Code Groups to Study Price 
Provisions 


Washington, D. C., Jan. 25.—Secret 
rebates to their retail customers by 
competing manufacturers constitute 
the factor most feared by manufac- 
turers distributing through retail 
stores, according to an analysis of 
NRA codes of manufacturers made 
by Deputy Administrator Kenneth 
Dameron. False branding and mis- 
leading advertising are next in fre 
quency of mention. 

Mr. Dameron analyzed 85 manu 
facturers’ codes, making the discov. 
ery that 28 of them leave the prob- 
lem of trade practices to the code au- 
thority. Of 52 codes embodying trade 
practices, secret rebates were banned 
in 44: false marking or branding, by 
28: and misrepresentation or mis- 
leading advertising, by 35. 


Other Factors 


Other factors in the order of fre 
quency: defamation of competitors, 
27: commercial bribery, 26; piracy 
of trademarks, 22; giving prizes, 
premiums or gifts, 19; consignment 
of merchandise, 13; piracy of design, 
13; advertising allowances, 8; com 
bination sales, 2. 

If trade-marks and designs were 
considered as one subject, the num- 
ber of mentions would be 35, which 
would make this question third in 
the list. 

Since only eight of the codes 
adopted thus far proscribe advertis- 
ing allowances, Mr. Dameron infers 
that this device has proved worth- 
while in the opinion of the majority. 


Study Price Fixing 


Washington, D. C., Jan. 25.— 
Abuses in the price fixing systems 
found in many of the codes, freight 
cost surcharges, technicalities of ad- 
ministration and the handling of 
complaints will be given special 
study at the conferences of code au- 
thorities which will be held here 


next month, ADVERTISING AGE was 
informed today. 
Administrator Johnson, sensitive 


to attacks on the codes, declares 
that the general revision of codes 
which is to be attempted by the con- 
lerence will be in the nature of a 
major operation. 

In addition to the general question 
of better wages and shorter hours, 
the code authorities gathering here 
Will be asked to “iron out inconsis- 
tencies,” and to consider the whole 
Problem of open price associations 
and open price agreements, as well 
as other matters. 

“Lots of things in the codes look 
bad,” General Johnson said today, 
adding that investigation has shown 
that “justifiable complaints are re- 
markably few.” 


rhe abuses in the price systems 


mn codes Gen. Johnson ascribed to 
Provisions for advance notice of 
prices, He advocates an “open 


price 


; system” which would require 
Only 


« report of sales and prices, 
same as the stock exchange.” 
with this he favors a prohibi- 
«inst selling below cost, based 
belief that such sales inevit- 
Ting wage cuts. 


“the 
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Importer Appoints 


taper tising of the Great Lakes 

i 7 ompany, im porter and 

ete ver of whisky and liquor, has 

Con... wed with Simons-Michelson 
Mpany, Detroit. 


Names Riis and Bonner 


ten and Bonner, New York, have 

Guilq pevinted by the Irish Linen 

Motion 1 t@8t, Ireland, to direct pro- 
‘nin the United States. 


Columbia Takes Theater 


The Columbia Broadcasting Sys- 
tem has leased the Hudson Theater, 
New York, and will present many of 
its programs there, allowing the pub- 
lic to attend. Tickets will not be) 
sold. | 


Leaves Field’s 


James N. Krohne, who has been 
with Marshall Field & Co., Chicago, | 
since 1928, has resigned to become | 
affiliated with the nage gest omgtaenhand 
Millinery Company in a sales promo- 
tion and advertising capacity. 


A. H. Lockwood Dies 


Albert H. Lockwood, 77, editor of 
Shoe and Leather Reporter, Boston, 
died Jan. 24 at his home in Brook- 
line, Mass. 


Photographs of 
Tableaux Tell 
Patapar Story 


New York, Jan. 25.—Faced with 
the task of interesting manufactur- 
ers, tradesmen and consumers in the 
same copy, Platt-Forbes, Inc., agency 
for Paterson Parchment Paper Com- 
pany, Bristol, Pa., is placing depend- 
ence in photographs of tableaux 
posed by Tony Sarg marionettes, | 
which will appear in magazine ad- 
vertisements on Patapar, the insolu- 
ble wrapping sheet. 

The wrapper has become familiar 
housewives in recent years 


to 


through the trademark showing a 
knight in armor bearing a shield on 
which appear the words, “This Prod- 
uct Protected by Patapar.” It is 
being used on many varieties of 
foods, such as butter, meats, vege- 
tables, cheese, confectionery and ice- 
cream. 

“The new advertising theme is a 
development of this symbol of food 
protection,” said William H. Enell, 
advertising manager. In his inimita- 
ble style, Tony Sarg reproduced the 
knight, mounted him on horseback 
und added a medieval page as an at- 
tendant. To provide for life-like ani- 
mation, the three figures have jointed 
limbs so they can assume every con- 
ceivable attitude. 

“The advertisements will feature 
close-up photographs of Patapar- 


wrapped foods, with the knight on 
his charging steed, and his attendant 
page, standing guard against any 
contamination from dirt, dust, germs, 
odors and sunlight.” 


Will Rotate Illustrations 


The striking illustrations telling 
at a glance the story on the ab- 
stract subject of food protection will 
be rotated in advertisements in the 
Saturday Evening Post, Time, For- 
tune and other general magazines of 
large circulation. The nationally ad- 
vertised products guarded by the 
knight will be identified in the illus- 
tration and text. A separate element 
in the advertisements, captioned 
“Note to Women,” will suggest a trial 
of cooking in Patapar and call atten- 
tion to the household packages. 


From time to time advertisements on BUSINESS WEEK will consist of letters 
to and from the staff, containing only material to repay reading time. 
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Meeting Scheduled 


The postponed 
the Kentucky 
be held 


winter meeting of 
Press Association i 
at Louisville, Feb. 22-24. 


AKE a leaf out of| 
the book of drug 
It 
makes good—for 
one thing, be- 
cause it makes 
good use of the 


advertising. 


dealer's window. 


EINSON- FREEMAN C0., INC. 


LITHOGRAPHERS 


Specurli zing 


SLOW aH! 


store chisplay 
vdverfising 


STARR sOnoEN AVES, Lone ISLAND city, new vous 


PHOTO copy Co. 


STA.4047 

we 919 N. MICHIGAN AVE 
JUP. 2621 

wey 22) NLA JALLE JTREET 
RAN. 3270 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 


225 N.MICHIGAN AVE) 


wot NEW THREAT 10 
~~ ADVERTISING IN 


———— 


(Continued from Page 1) 
sales below the prevailing price level 
in cases where one company can 
prove lower costs than others. 

Secretary Ickes fully appreciates 
the momentous nature of the deci- 
sion which he must make in this in- 
stance, and has indicated that he 
will move with extreme caution in es- 
worry a precedent. 

One of the most important angles 
Porter! by the controversy is the 
| problem of introducing new products. 
‘If advertising costs must be consid- 
ered as applicable to current sales, 
|it will be well nigh impossible for 
any organization to introduce a new 
product through advertising, it is 
pointed out, inasmuch as the initial 
advertising outlay will automatically | 
ny rales the selling cost to a figure in 
excess of the sales price. 


See Many Changes 


Washington, D. C., Jan. 24.—Au- 
thorities in the petroleum industry 
forecast sweeping changes in mar- 


keting practices 
pew marketing agreement signed by 
|Harold L. Ickes, oil administrator 
and Secretary of the Interior, this 
week. 

| Manufacturers and advertisers 
|B nerally are interested in the action 
| be ing taken in petroleum, because 

‘this industry has been advanced fur- 
‘ther under NRA regulation than any 
jother, and the experimental plans 
now being put into execution are re- 
|garded as the base upon which sim- 
lilar regimes may be set up in other 
important fields. 

The new marketing agreement is 
laimed at the exclusive dealer rela- 
tionships which have been built up 
in the petroleum industry through 
llease and agency and lease and 
license contracts. Freedom of choice 
lof sources of supply is thus estab- 
lished for the retailer, whose margin 
of profit is also protected in the 
agreement. 


No Discrimination 


The oil administrator did not 
|modify the marketing agreement to 
allow a differential to the operators 
of trackside stations, below the price 
‘of the established companies. Point- 
ling out that the marketing agree- 
is would not place any restric- 
ltions on operators whose supplying 
| companies are not signers of the 
marketing agreement, Mr. Ickes said | 
that any operator who can show he 


jis entitled to a price differential will 


1400 large rooms...each with 
bath {tub and shower} servidor 
and radio. Single from $2.50. 
Double from $3.50. 


JOHN T. WEST, Manager 
Send for Booklet T 


tol 1 | 


® 


STAR HOTEL | 


in New York 


& for QUIET SLEEP...Our 32 sto- 
ries of fresh air and sunshine as- 
sureyouquietcomfortatall hours. 


* for BUSINESS...1 block from 
Times Square, 3 blocks from 5th 
Ave. Underground passageway to 
all subways. 


* for DINING...3 fine restaurants 
to choose from—coffee room, 
tavern grill, main dining room. 
Breakfast from 30c Luncheon/from 65c 
Dinner from 85c 

* for RECREATION...@ fine thea- 
tres within 6 t/ocks. 1 block from 
Broadway...4 short blocks to 
Madison,Square Garden. 


NCOLN 


44TH TO 45TH STREETS AT 8TH AVENUE - NEW YORK 


OIL CODE CLAUSE 


as the result of the | 


|be permitted to pass on to the public | 


| INSTITUTIONAL 


"Try It 
on the White Rats 


HERE'S the story of @ special testing method which 
we use to protect the life and well-being of our 
customers and to protect our own reputation 


Ceigee's  Whater 
os any Aree, yew cae be mare thes we 


algreen 


oa 
| 
oOrve sroees E 


4s) Dhow STORES © 840 SEOISTESED Fase mACiESS © OvEs & wiiiiow Feteceitt oes 6 shag 


Typical newspaper advertisement 

in the new institutional campaign 

being run for Walgreen Company, 
Chicago drug chain. 


his actual saving in the cost of dis- 
tribution. 

The principal provisions in the 
Ickes order approving and modify- 
ing the oil marketing agreement as 
|presented by the leaders in the pe- 
{troleum industry, between 50 and 60 
‘of whom, representing 90 per cent 
es refining capacity, are expected to 
sign it, are as follows: 

~All lease and agency and lease 
and license and other exclusive 
dealing contracts made since Aug. 
19, 1933, which relate to the resale 
of gasoline and motor fuel must be 
canceled forthwith. 


Must Cancel Contracts 


2—Any such contracts renewed 
since Aug. 19, 1933, must be canceled 
at the earliest cancellation date per- 


missible under their terms. The 
code calls for such renewed con- 
tracts carrying 30-day cancellation 


clauses. 

3—Other such contracts which ex- 
pire prior to Aug. 19, 1934, shall not 
be renewed and those having cancel- 
lation clauses shall be canceled by 
that date or before. 

4—All future contracts for the sale 
of gasoline are to be on the stand- 
ard forms of contract, as approved 
by the P. and C. Committee and by 
Secretary Ickes. 

A Difficult Problem 


In his official announcement, 
retary Ickes said on this point: 
problem of lease and agency 
lease and license agreements, which 
has been a very difficult one for the 
industry, has been satisfactorily ad- 
justed by providing for the cancella- 


Sec- 
“The 


and | 


| public 


WIDEN ATTEMPTS 
TO PUT FEDERAL 
MARKS ON GOODS 


(Continued from Page 1) 

its expanded form, it will carry a 
subscription price of 50 cents a year. 

The first edition, it is said, will 
consist of 100,000 copies, to be dis- 
tributed principally to consumers’ or- 
ganizations, usually women’s clubs, 
throughout the country. 


See Propaganda Move 


The Guide is an outgrowth of the 


contention of the consumer board 
that many manufacturers, whole- 


salers and retailers were raising 
prices unjustifiably, and much of 
its contents are devoted to lists of 


prevailing retail prices in stable com- 
modities. 

In its new form, however, it is be- 
lieved that the Guide will carry a 
measure of propaganda advocating 
purchase by government standard, as 
has been warmly approved by the 
board recently. 

The provisions in the Copeland bill 
which would require the government 
to set up minimum standards and 
standards above the minimum for 
the classes of goods covered, and the 
provisions of the recently introduced 
Huddleston bill are continuing to re- 
ceive much attention from manufac- 
turers and advertisers. 

The Huddleston bill, which goes 
far beyond any other bill thus far 
introduced or even suggested in de- 
manding government standards, reads 
in part: 


“The bureau of standards is au- 
thorized to adopt and_ prescribe 
marks indicating the quality, dura- 
bility, usefulness, size, strength, 
grade, quantity, composition, origin, 
date and process of production, 
weight, and measure of all of the ob- 


jects of commerce, and to adopt reg- 
ulations for the use of such marks 
thereon or therewith.” 

The bill makes it unlawful to in- 
troduce products into interstate com- 
merce which have not complied with 
any regulations which may have been 
adopted by the bureau of standards, 
and also makes it unlawful for any 
dealer to remove a mark placed on 
an article in compliance with such 
regulations. 


Scores “Protectors” 


Washington, D. C., Jan. 24.—A 
stinging rebuke to those ‘“self-ap- 
pointed protectors of the consuming 
* who would destroy advertis- 


‘ing and set up their own standards 


tion of all such agreements, which 
may be canceled by Aug. 19, 1934, 
jor earlier. 

| “This will tend to make a free 
land competitive retail market for | 
gasoline and lubricating oils. No 
new exclusive dealing contracts can 
be made for lubricating oils and 


|those that will be made in the future 
‘for gasoline will be made upon a 
standard form of contract giving re- 
tail dealers a right of cancellation 
on 30 days’ notice. 
| “Such a provision will relax the 
‘rigid control that supplying com- 
panies have had over retailers in the 
|past by means of such agreements. 
|This is a distinct advantage to re- 
tailers.” 


Increased Rates Aid 


° ° ° 
Canadian Publications 
Increased Canadian tariffs on 
| American publications are held 
largely responsible for the growth of 
circulation of Canadian papers at the 
expense of American ones in a sur- 
vey recently made by the Department 
of Commerce. 
Figures for 
magazines reveal 


leading American 
a drop of 48 per 
cent in Canadian circulation between 
June, 1930 and June, 1933. A duty 
of 15 cents a copy on pulp magazines 
has practically ended their sale in 
Canada. 


Rowell Makes Change 


E. N. Rowell, for the past eleven 
years with the Butterick Publishing 
Company, has joined the eastern ad 
|vertising staff of Pictorial Revie. 


for merchandise was delivered in the 
house of representatives today by 
Rep. Loring M. Black of New York, 
sponsor of the Black bill to amend 
the pure food and drug act. 

“Next to the group of persons who 
spend all of their time thinking up 


ways to exploit the consumer,” Mr. 
| Black said, “I believe the most 
dangerous are those who, under the 


guise of protecting the consumer, at- 
tempt to destroy honest industry. In 
the latter group are those who write 
books for personal profit ‘exposing’ 
industry.” 

Mr. Black made a plea for food and 
drug legislation “that will stamp out 
fakes, frauds, parasites and deceiv- 
ers.” “Let’s have legislation that is 
not only fair to the public but to the 
people who try to do business with 
the public,’ he said. ‘“Let’s amend 
the food and drugs act and let’s have 
a food and drug administration that 
can enforce the law—not one that 
spends so much time drafting and 
lobbying for new legislation.” 


Raises Rates 


Automatic Heat and Air Condition- 
ing, section of Domestic Engineering. 
starting with the April issue, will go 
to 9,000 additional dealers in auto- 
matic heating. As a result of this 
added circulation, the rate for all 
advertising in this section is being in- 


| creased. 


Classified 
Advertisin 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


BUSINESS OPPORTUNITIES 
WANTED: Party with two thou- 
sand dollars and his services as edi- 
tor of trade paper (organization of- 


ficial publication) and have other 
sources of revenue. Opportunity. 
Box 424, ADVERTISING AGE, Chicago. 


WOULD CENSOR 
MOVIES’ COPY 


Washington, D. C., Jan. 25.—Mae 
West is not doing the morals of the 
country any good, and the advertise- 
ments that show her curves are 
frowned upon in some _ quarters, 
judging by the renewed efforts that 
are being made to rally public opin- 
ion behind the Patman bill (H.R. 
6097) which would establish a fed- 
eral motion picture commission to 
exercise censorship and in addition 
classify types of pictures. 

Church interests, including the 
Methodist Board of Temperance and 
Public Morals, have shown renewed 
activity in behalf of the Patman bill, 
introduced at the last sesion of con- 
gress and now before the house in- 
terstate and foreign commerce com- 
mittee. 

A resolution proposed and passed 
by the Federation of Citizens Asso- 
ciation, written by George E. Sulli- 
van, chairman of the law and legis- 
lative committee, stated in part: 

“We have pure food laws to pro- 
tect the physical lives of our peo- 
ple. We do not recognize the right 
of our grocers to sell our people rot- 
ten eggs or a mixed assortment of 
good and rotten eggs. Similarly we 
should not further countenance the 
moving picture industry or the mov- 
ing picture houses which act under 
them in selling to the public a mixed 
and unlabeled assortment of rotten, 
semi-rotten and good pictures. 

“The public is entitled to know 
what it is purchasing, in addition to 
being altogether protected from pic- 
tures which ought not to be allowed 
under any conditions.” 

Particular exception is taken to 
the posters and advertising of mo- 
tion pictures. The proposed federal 
motion picture commission would 
have widespread authority over ad- 
vertising, it is declared. 


Two Companies Start 
New Sampling Drives 


Member companies of Advertising 
Distributors of America will conduct 
a widespread distribution campaign 


for Sleepy Water Company of Chi: 
cago, featuring an eight-page re 
print. The campaign will start in 


St. Louis and Kansas City, under 
the direction of Triple A Advertising 
Carriers. 

This organization will also conduct 


a distribution campaign for Chatta- 
nooga Medicine Company, Chatta- 
nooga, Tenn. 


Boyd, of Macfadden 
Organization, Dies 

David S. Boyd, York rep 
resentative of True Story Magazine 
specializing on food accounts, died 
Monday. The 42-year old executive 
had been ill for 10 days following 
an operation. 

He left the editorial staff of 
Kansas City Star as a young man t? 
come east for a career in advertisiné- 
Prior to the Macfadden connection he 
contacted food accounts for the 
Curtis Publishing Company and the 
Butterick Company. 


New “Golden Book’ ? Editor 


Joseph Anthony, one time literal’ 
editor of the Century Magazine. for 
several years with Harper's, & 
later chief editor of the Cosmopolita” 
Book Corporation, has been namee 
editor of Golden Book Magazine, New 


a New 


the 


| York. 
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Some advertisers find it difficult to get tangible 


results from business-paper advertising—but not 
advertisers in Advertising Age! 


Be Siete 2 3 ae 4,0 
P A ee Pa 
eat. 
-_ 
7 s - 
ee , 
ee 
‘ _ le 
ee urna 
i i Che 
i ne 7 
VISOMAT | 
| IC SYSTEMS INC | 
i “ CF . A a 
= \ = jaca as 
= - $ ° ‘ = ae rd ea 
i he Mass ated! V2. of Busirrons” : 2 we 
j *92 MADISON AVENUE : i 
Vow York, On oy 2“ 
E PHONE LEXINGTON 2-3160 i ae a : 
E Decembe,. il, 19sg i 
i siVertining lee i 
i i 550 nest “2nd Street : | 
| i New York, N. ¥. A a a 
i i Attention Of My. Bolang i ; 7 
1 You wi2y ; 
| aeetPbedy veces). i oe 
| F ™hich we ray in Advertising Ape. 2 the “dVerti semen + f Sn. 
z i October 2lst, and “Ste ten in the issue of f bean 
: H °btainey fron Sane, merested in the Tesultg i ana 
; In Checkj,, : 4 
7 | maar odtced 10g inquiries’ “the genet we ein that a 
. : i e i aise 
_ : be rg Te of very high quali ty eo — 28° of i ae 
, a | = e 3 aes 
7. E most ai vena satire United States, pd rea F ee 
i “fled lines of industy, w r : Bone 
F this list, » Were includeg in E oes 
E : I an NOt at i a 
1 H "XPerience has be - raniliar with what your : aie 
: A Paper, 8nd I gone rn With Other *dvertiser, in your i i 
; these return, jie re ether Joy "111 consider ; | 
1 eptiona) Fro i 
O FH Cog t r ° m Our Stang H 7 
d | | E ©n which We have hag, any ©xpec— i : 
al 3 i ee —_ 
id Ba i Cordiaiy yours, H relay 
(l- = i ee a 
| i , TIC S¥stiyc Inc, ; weil 
1g : i ° : 
ct i Wood: tee-Presig : | 
n : sat ; 
zy = 3 
hi- i 3 
re- : A : 
in H 
ler 2 i 
ict H H 
ta- 3 : 
ta- i i 
‘ep: ’ ; i 
ine s 
ied 5 
ive eta ete S 
ing : 
the ie 
| to 
ing : 
1 he 
the 
the ; AF og 
PS 
tor , is ae 
ay RAP ee Rel Pies, 
o oe Fis Sr, hoa a 
wm ) agen Cac alses pei aa Tees 
a % ; F ah, ae wit ae S x ee at i alts Seay ie rake = Ee hs SRLS 
ve TE cee en geen dt oie aia as hs ss oar ee 
2 : ge eee Pet Tees, ORES a a Siapies Se as ree pee ae 
SN erg on Os ee unde Bites Se a ORNS citer 
. pe sae ae ees our ORR Se silcneoeas PON ange 
ee PR Pics: Gags Retmas oe eee eat ihe ee 
ce ee eee 
Baers +! i: 


26 


ADVERTISING AGE 


January 27, 1934 


Matthews Changes 


James M. Matthews, for several 
years vice-president of the Conover 
Company, Boston agency, has joined 
the United States Naval Gun Fac: 
tory, Washington, D. C., to do tech- 
nical work. 


Fitzpatrick Named 
Francis X. Fitzpatrick has been 
made sales manager of the New Eng- 
land territory for Graybar Electric 
Company. He has been with the 
Graybar company and its predeces- 
sor since 1910. 


Plan Lecture Series 


The Town Criers, Providence, R. 
1., advertising club, will hold a series 
of seven lecture-discussions on selling 
on Monday evenings at the Town 
Crier headquarters in the New 
Crown Hotel. 


Carr Joins Agency 


Gene Carr, former program direc: 
tor of station WTAM, Cleveland, will 
handle radio production for Lang, 
Fisher & Kirk, Inc., Cleveland agency, 
replacing Myron Kirk, who has gone 
to New York. 


$1.250.000.000 


are spent for Bakery Goods 
yearly! 


Baking is the second largest food indus- 
try. It is a live and growing market 
for hundreds of items. If you have a 
product bakers can use profitably, do not 
pass up this most lucrative market. 

The revised data folder ‘‘Baking Indus- 
try Facts and Figures’’ will not only aid 


you to get a good picture of the industry, 
but it is most interesting 
today for your copy. 


BAKERSHELPER 


"MAGAZINE 7 BAKERY PRACTICE = MANAGEMENT 
Helping Bakers Since 1887. 


330 S. Wells St. 


as well. Write 


Chicago, Ill. 


LUXURY BUYING 
UP, BOAT SHOW 
SALES INDICATE 


Attendance at Annual Event 
Sets New High Mark 


New York, Jan. 25.—Accompanied 
by a shout of “Happiness Ahoy,” the 
29th annual national motor boat show 
staged at the Grand Central Palace 
by the National Association of En- 
gine and Boat Manufacturers, Inc., 
opened with an attendance 24 per 
cent greater the first day than the 
highest previous record, followed by 
gains the succeeding days of 21 and 
22 per cent over last year. 

Manufacturers of marine engines, 
makers of pleasure boats and equip- 
ment were heartened by the gait as- 
sumed by buyers and confided that 
they plan to do more advertising 
than in the past few years. 

The trend of events served to ac- 
centuate the fact that this is a “show 
year,” exposition officials opined, 
glancing back at the attendance rec- 
ords established in the same build- 
ing a few weeks ago by the National 
Automobile Show. 

The boat industry did not have the 
extreme innovations to offer that 
motor manufacturers did in thei 
streamlined, knee-action models, but 
nevertheless uncovered a number of 
striking improvements which will be 
used in making sales this year. 

Ranking as one of the most im- 
portant is the introduction of a new 
Diesel motor by the Sterling Engine 
Company. This engine was com- 
pleted so late that it was not avail- 
able for installation in some of the 
cruisers exhibited, yet these boats 
were designed especially for the new 
power plant and orders were taken 
on the basis that the Diesel motors 
be substituted for the gasoline en- 
gines mounted in the show boats. 

The new engine is greatly simpli- 


fied over other Diesels, operating 
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tion every week ! 


Start The New Year Right— 
With Your Own Copy of 
Advertising Age!.... 


Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 
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Full page newspaper advertise- 
ment which appeared in San Fran- 
cisco papers, offering two ten-cent 
packages of Oxydol for || cents. 


more economically without crank- 
shaft and with a minimum of mov: 
ing parts. 

To attract the family man, some 
builders have given greater attention 
to family cruisers of medium size. 
For greater seaworthiness and safety, 
others have adopted twin engine in- 
stallations, taking advantage of new 
Diesels in extremely light weights. 
In so doing, they have acquired bet- 
ter performance with practically the 
same fuel cost as formerly required 
by a single gasoline engine, they 
say. 

Lesser innovations have been made 
in cabin improvements, better gal- 
leys, use of high type metal alloys, 
and of rubber bearings for propeller 
shafts. The 1934 pleasure boat ad- 
vertising, it is said, will stress all 
these points. 

Because of the possibilities of in- 
creasing boat sales by making cruis- 
ing a family recreation, especially in 
view of the promised new leisure, 
some of the foremost builders are 
showing more closed and _ cabin 
models. 

Call Out Sales 


This year, for the first time, the 
show made use of a loud speaker 
system, the most important function 
of which was to announce the sale 
of boats as they were made on the 
floor. Before the announcement was 
made, the management required the 
seller to submit the contract for ex- 
amination and to show that either 
full or substantial part payment had 
been made by the purchaser. 

That the plan was effective in ex- 
citing potential buyers to immediate 
action was generally recognized. A 
specific example was the admission 
by one large customer that it influ- 
enced him to buy a boat which for 
two years he had planned to acquire, 
without ever reaching the point of 
action. 

Sales of boats, according to expo- 
sition officials, ran well ahead of the 
floor sales a year ago and included 
the entire range of vessels from 
canoes to specially built 70-footers 
The greatest amount of business 
was done in the middle price bracket, 
roughly from $3,500 to $6,000, and to 
these buyers the argument that after 
the original investment the cost of 
operation is no greater than an or- 
dinary automobile was a potent force 
in concluding sales. 


Some Advertising Used 

The trend toward small cruisers 
Was contrary to expectations that it 
would again be in the direction of 
the previously well advertised speed 
boats. Most buyers were interested 
in boats of under 35 feet. 

A certain amount of drama sur- 
rounded the revelation of the her- 
alded mystery boat of The Matthews 
Company, which turned out to be 
the first stock built auxiliary sailing 
boat. 

Advertising of the show included 
copy of about 1,200 lines in nearly 
all the metropolitan newspapers. It 
was placed by Charles Cutajar, who 
| recently opened his own 
Aside from this, leading papers ran 


| a fair volume of tie-up copy for the! 


| boat builders. 


agency. | 


BATTERY MAKER 
PROMOTES SALE 
OF RADIO SETS 


Major Efforts Made to Extend 
Farm Market 


New York, Jan. 25.—A combina- 
tion of favorable factors, not the 
least important being the new farm 
prosperity, decided the National Car- 
bon Company to embark upon a late- 
in-the-season campaign to promote 
the sale of modern radio sets for un- 
wired homes, which use its Air-Cell 
A battery. 


Spreads are being used in Febru- 
ary issues of three national and 14 
sectional farm papers to inform rural 
radio prospects of a contest which 
offers a total of $6,750 in 382 cash 
prizes for the best letters describing 
the appealing features of Air-Cell 
radio sets. Aiming at quick action. 
the company has set Feb. 20 as the 
contest deadline. 


Though the 18 set makers named 
in the advertisement as having Air- 
Cell models available have a bigger 
stake in the promotion than the Na- 
tional Carbon Company, which sup- 
plies only the one component, the 
entire cost of the advertising is as- 
sumed by the battery maker. How- 
ever, practically all the radio manu- 
facturers are intensifying their in- 
dividual selling efforts cooperatively, 
and several are carrying space in the 
farm papers on the Air-Cell schedule. 


Start Is Delayed 


National Carbon Company intro- 
duced the new battery last June, and, 
in the belief that the leading set 
manufacturers would have Air-Cell 
models ready by the time the fall 
selling season opened, planned the 
contest campaign for last November. 
Some of the manufacturers delayed, 
however, and the campaign would 
probably have been postponed until 
the fall of 1934 if the advertiser had 
not desired to take immediate ad- 
vantage of the improved position of 
the farmer. 

In basing the campaign on a con- 
test, the company admitted that to 
expect readers to wade through a 
long description of the new battery 
when they are primarily interested 
in the receiver was asking too much. 
Hence the offer of rewards for mak- 
ing a study of the message and the 
emphasis on the new sets. 

Another advantage of the contest 
is that it will encourage dealers to 
order the new models at once, in- 
stead of waiting until fall. The ad- 
vertisements mention a booklet writ- 
ten to aid contest entrants which is 
available through dealers, a com- 
paratively few requests for which 
will serve to apprise the dealers that 
a boom is on. Retailers are also 
being generously supplied with 
point-of-purchase advertising in start- 
of-season quantities. 

The publications carrying the Air- 
Cell spread are Country Gentleman. 
Wisconsin Agriculturist, Successful 
Farming, Wallace’s Farmer, Capper’s 
Farmer, Kansas Farmer, Progressive 
Farmer, Farmer and Farm, Stock « 
Home, Southern Agriculturist, Ne. 
braska Farmer, Rural New Yorker, 
Prairie Farmer, Pennsylvania Farm- 


er, Missouri Ruralist, Michigan 
Farmer, Ohio Farmer, Farm and 
Ranch. 


HEART TO HEART 
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Then os om toe ew affere precnatvan ndathery (ow 
he chs of cemetary 
Te eetetiiaieenties Iedeeien sae 


Ceaser Me mere emery Rewertins ‘vemaliner pom drm, 
Pree co parsed mth Miceory (nem the! remony ee 
2 recht — at 6 Pitan” Veer ances date tamale Whey 


Large space newspaper copy for 

G. F. Heublein & Brother, Hart- 

ford, Conn., which contains Gil- 

bert Seldes’ opinion that drinking 

can be neither a racket nor a 
ritual. 


Picks Frank Presbrey 


Strohmeyer & Arpe Company, New 
York, wholesaler of food products, 
has placed its account with the 
Frank Presbrey Company, New York. 
Newspapers are being used. 


Has New Department 


The Chicago Daily News has cre- 
ated a new public relations and pro- 
motion department, headed by Demp- 
ster MacMurphy, who has been with 
the paper in an editorial capacity for 
two years. 


Jolson Returns to Air 


Al Jolson will resume his place on 
the Kraft-Phenix program with Paul 
Whiteman and Deems Taylor Thurs- 
day, Feb. 8. The program is heard 
at 10 p. m., EST. 


Dunscomb’s New Work 


George Dunscomb, for many years 
with Mitchell, Faust, Dickson & Wie- 
land, has joined the Chicago office 
of McCann-Erickson, Inc., as an ad- 
vertising writer. 


Agency Moves 
Andrew Cone Advertising Agency 
has leased a suite of offices on the 
31st floor of the Empire State Bldg., 


New York. 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
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PRINTING 


Western 
Newspaper Union 


NEW YORK - 310 East 45th St- 
CHICAGO « 210 So. Desplaine S- 


and 34 other cities 
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DIRECT TO 
THE HOME 


organization. 


MASS PLAN ADVERTISING 


This is the new name for direct-to-the-home distribution of 
advertising and sales promotion literature. And . . . Big 4 
is the name of Chicago's outstanding distributing and sampling 
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IT DOESNT AL COME OUT IN THE WASH | 


*% ¥* ‘If your kiddies need sox, send your own to the 
laundry—they’!l come back just the right size for the tiny tots."’ 
Laundry Joke No. 1,762,003 may be a laugh to you. But it's a 
pain in the neck to the laundryowner. The problem of damaged 
goods has been haunting the industry for years. The 1933 total 


for claims, paid out in fifty-cent and a dollar and two-dollar 
driblets, was uncomfortably close to the $3,000,000 mark. 
And the saddest angle of the whole sad story is that, in the vast 
majority of claims, the laundry is guiltless. 


We'll grant you that a hanky or a towel gets the wanderlust 
now and then, and that occasionally production routine goes 
haywire. But all in all, if you know the laundry industry you'll 
concede that it’s doing a mighty swell job. Especially when you 
realize that it is handling annually some seven billion dollars’ 
worth of washables. Let’s see—that’s about .0004 for claims, 
isn't it? A .9996 fielding average isn't so bad in any league! 


A ey? ? 
Crp tee 


But the point we’re making is that the laundry gets soaked for 


ma | errors on a good many occasions when somebody else is at 


Wl fault—that somebody being the manufacturer of bargain-counter 
merchandise who skimps on fabrics and dyes and shrinkage to 
make, for example, a 79c shirt that looks almost as good as a 
$1.95 Arrow or Wilson Bros., in the store. (After it comes from 
the laundry or the basement tub—well, it looks tike-79c-again —------------—“ 


. or more likely, 39c!) - 
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Now comes a new development to assure the buying public of 
satisfaction in wash fabrics. A number of textile firms have tied 
up with the Research staff of the American Institute of Launder- 
ing, operated by the Laundryowners National Association, to 
make certain that their fabrics will stand the gaff. Each job 
that goes through is laundry-tested by the Institute—put through 


its paces by hardboiled, unbiased textile analysts. If it measures 
up, it is permitted to carry a tag that states: ‘‘Laundry-Tested 
and Approved by American Institute of Laundering."’ 


There will be quite a few of these tags identifying laundry- 
tested merchandise this spring. Next year we hope there will be 
more—for we think that as folks buy laundry-tested fabrics and 
DRAWING BY KR. Lana apparel, and find that they de deliver, the word will get around. 
Then other converters and man- 
ufacturers will want the laundry. 


tested tag. And maybe, some 


day, the laundryowner won't 
have to worry at all about bed- 
spreads that fall apart or shirts 
that change from Carnera to 
Coogan size in the washwheel. 
We hope so! 
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K Harry L. Bird, Director of Publicity, Laundryowners National Association of the 
LU’. S. and Canada, “plugs” for his own industry in this contribution to our "Free Speech for Copywriters’ series—the oasis for uncensored copy. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


OUTBREAK OF WHISPERING CAMPAIGNS NOTED IN NEW YORK 


CHEVROLET DRUM MAJOR FINDS PLAYMATES 


A fashion parade headed by six page girls opens the sound picture 
produced for Chevrolet, in which the fashionable interiors of the 
new models are featured. (Story on Page 6) 


HERE'S HOW IT'S DONE IN FINLAND 


ws 


KLUBI 7 


Interestingly executed Finnish window display which was reproduced 
in the January issue of "Window Dispiay installation," which explains 
that since two languages are currently used in Finland, the sales 
message must appear in both. The photograph above, and eight 


others reproduced in "Window Display Installation,’ were ee 
by Paul T. Thorwall, Liike-Apu Advertising Agency, Helsingfors. 


COUNTER CARDS HELP BUILD WINDOW DISPLAY 


JR WELDIN CO. 


, 


v 


Attractive window display developed by an Autopoint dealer in 
Pittsburgh through intelligent use of the comparatively simple display 
material provided by the company. 


THIS OUTDOOR "SPREAD" APPEARED IN 1930 


Foster & Kleiser Company, Los Angeles, contributes this photograph, 
taken in May, 1930, to prove that “outdoor spreads” are nothing 
new on the west coast. 
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ti. ‘Fj 4 daddy! ” 


béeee ver arrest 


Two national advertisers simultaneously chose whispering campaign themes for outdoor displays now ap. 


pearing in New York and elsewhere. In some cases, the posters occupy adjoining spaces, but only by 
happenstance, according to General Outdoor Advertising Company, which posted them. 


APPEAR IN PERSON 


_—— 


Shell Oil Company has made its 
penguins, featured in newspaper 
and outdoor advertising, the talk 
of the west coast. A traveling 
truck, carrying these strange crea- 
tures as part of its equipment, is 
creating much interest. 


Completed redesigned containers 
feature new masculine group of 
McKesson & Robbins — the first 
time the company's products have 
been dressed in "family" pack- 


The closures are Durez, 


molded by Colt's. 


ages. 


GET NEW DRESSES 


e> 


CAMPFIRE MARSHM ALLOWS 


Counter display for 


as marshmallows. 


Angelus- 
Campfire Company which pro- 
motes the sale of cocoa as well 


CURVES PROVE POINT FOR McCALLUM 


Dainty poses of three girls from the musical show, "Roberta," effec- 
tively demonstrated in a recent direct advertisement by McCallum 
Hosiery Company, New York, why its new thin-welted stocking can 
be rolled over a flat garter to produce a bulgeless effect, a theme 
much in current favor with other advertisers of women's underthings 


and accessories. 


PACKAGES HELP MAKE ATTRACTIVE DI 
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Effective window display for Maybelline Company in which the $*” , 
display-container cards for the product are featured. This ~~ 
was set up and the photograph taken by Fisher Display Se 
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